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Religious Jewelry: A Growing Market 
(see contents page) 
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Bros. 


Here’s your Valentine from the makers of 1847 Rogers 
Ask your Approved Wholesale Distributor for all the details. 


An er as Fir est 


1847 ROGERS BROS. o Yinitetevnition 





there’s a difference 
in diamon 


The man may pay for her diamonds, 
but she's the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection. 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community. 


Model wearing 12 ct. 
diamond ring 
with 2 pear-shape 
diamonds and GO ct. 


Be Ye J Fite rg iy oe ed 9 . 
diamond necklace. 4 ; gs naga Se! | 
Available on memo. P ' i A a gpek 
4 ‘ ‘ iis * % +. 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 
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FEBRUARY 1960 


Those who blast the “rampant material- 
ism" of modern America may blink at 
the facts turned up in a recent check 
by JC-K. True, consumers are buying 
more material goods; but at the same 
time, church attendance has reached 
unprecedented heights—and this re- 
newed interest in religion is reflected in 
the growing sales of religious jewelry. 
To see what "The Religious Renaissance” 
means to the jeweler, turn to page 66. 
Also of interest is “How Jewelers Can 
Build Watch Sales in Today's Market,” 
on page 74. The author, Maurice Gold- 
berger, is president of Gramercy Adver- 
tising. 
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VERSMITHS 


REVEALS ‘DEBUTANTE TO 
THE WOMEN OF AMERICA 


THE NEW STERLING PATTERN DESIGNED TO BE THE MOST SUCCESSFUL OF 1960! AND HERE’S WHY: 


@ Debutante was designed by your customers! Every 
line, curve and detail is the direct result of an intensive 
24-month nation-wide survey. Debutante is destined io 
outshine and outsell any other sterling pattern! 


@ Debutante is backed by the most forceful and far 


reaching advertising campaign in Wallace history! A 
dramatic series of ads (totaling 15 pages) presellis 


ASK YOUR WALLACE SALESMAN TO SHOW YOU THE 


Debutante for you in: House Beautiful, Glamour Incor- 
porating Charm, Vogue, House & Garden, Mademoi 
selle, Living for Young Homemakers, New Yorker, 
Seventeen, Brides, Modern Bride, and Bride and Home 
@ Debutante boasts a new full-profit deal! Which means 
you get full markup and full profit on a promotion 
geared to broaden your sales and bolster profits! 


NEW “GUARANTEED-TO-SUCCEED” DEBUTANTE 


WALLACE SILVERSMITHS™ 


.at Wallingford, Conn. since 1835 








BRIGHT STAR STAR CREST PINE CONE 


DAZZLING NEW MIRROR-LIKE FINISH GUARANTEED TO PUT A 
GLOW IN YOUR SALES! See it in three of the fastest-selling, freshest-styled stainless 


lines: Hallmark! Stylist! Silverskill! You'll see the same fine quality Wallace graded stainless. The same 
superior Wallace craftsmanship that gives you perfect balance (never bowl-heavy),perfect uniformity 
every time. All at the same familiar quick-sale price that trades-up your stainless flatware customers. 
See for yourself. Stock up on new Wallace with Deep-Glo today and watch them goooo00000000000! 


A DIVISION OF WALLACE SILVERSMITHS WALLACE W/ | STAI N LES S AT WALLINGFORD, CONN. SINCE 1835 





mericas 
largest variety 
of rings 
by a single 
manufacturer 


Mtg. No. 193,592 
Wed. ring No. 595 


Faleon Division 


No. 9492 12/10 cush 
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Not only do we produce a great many types 
\f rings, but we offer a huge choice of styles 
in each category. And all are made to the 
highest standards of quality in the indus- 
try. The world’s best-dressed diamonds wear 


intings by K&B. 


Makers of Famous 
Pertect-Lock. Stellate and 


Spectaculight settings 


K&B 
die-struck 
findings 
make 
better 
diamond 
rings 





Ring No. 9353/2141 





Shank No. 47134 





K&B 
settings 

do more to 
sell your 
diamonds 





__Karlan & Bleicher, inc. 


KK 


/ Beocr \ Creators, Desiane rs and 
af 8 . . oe . 7° . 
“oA Manufacturers of Perfect Ring Findings 


ie og 


Sy * RS 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO 

















Increase your Sales 


and Profits by having 


ALL the Sterling Flatware Patterns 








at your fingertips 





This book is a necessary selling tool. 


Used every day by jewelers across the 
nation, it contains actual-size illustra- 
tions of active, imactive and obsolete 
sterling silver flatware patterns made by 


manufacturers in this country. 
Easy-to-use, this valuable reference 

book has a complete index which lists: 

® the manufacturer’s name 

® the patiern name 

@ the current status of every pattern 


@® With binder $27.50 © Without binder 
$17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 





The Sterling Flatware Pattern Index 
is handsomely printed on heavy coated 
stock and is conveniently prepared in 
loose-leaf form. Revision sheets are 
made available at reasonable cost every 


few years. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts. Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 


WARE PATTERN INDEX. 
With binder $27.50 Without Binder 317.50 
1958 Revision sheets $6.75 


Check or Money Order for $ 











WHEN you have a store or stock to sell... 


IT'S A MATTER OF 
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Jewelers 
Mretd of Rak 


the oldest (established in 1903) 
and largest (built and growing on a reputation of integrity) 


cash buyers of jewelry stores and stocks 


write for the new booklet: "DOLLARS AND SENSE FACTS". . . 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 





..AS SALES SPIRAL 


HIGHER THAN EVER! 


Shriro Announces Sharp Reductions On 








Tie-In-Cash-In On America’s Fastest Moving Line 
That Will Go Like Sixty in ‘60... Write, Wire or 
Phone To Get The Low-Down on the NEW LOWER 
THAN EVER PRICES! 


a, a be i RO = 276 PARK AVE. SOUTH, NEW YORK 10, N.Y. © GRamercy 7-7500 
, 215 West Sth St., Los Angeles, Calif. 
i] rn Cc = SALES OFFICES: 216 W. Jackson Bivd., Chicago, Illinois 


Kuala 


International Offices: London . Biel-Bienne . Hongkong Tokyo . Manila . Bangkok 


Lumpur 


. ateTulelige| > Montreal . Rio de Janeiro : Osaka Singapore . Diakarta . Penang 


Ipah 








Easy $ales.... 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensational 
promotion unit that will give you the fastest turnover of 
any rings in your store! 





@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 













@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 


@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember— Polishook 

service is always depend- 
able .. . 24 hour delivery 
on “‘specials.”’ 


F , é hl 
See this and hundreds of other proplagre 


Sell and proj ; 
“LLOYDS OF NEW YORK”’ and ‘“EIDELITY’ .-- Display only available 
noc. wedding rings, stone rings, with 12 styles illustrated. 
gageme nt rings, | Veettéiehaanenls $193 
“EVERYTHING IN RINGS’ 


‘t with the 
Polishook promotions. 


POLISHOOK LINES: 


yationally-known diamond en: 


7 2e a= 
fraternal rings, eve” baby rings 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 


There is a Polishook Salesman 
in your territory... 
Write today and we'll send him 


Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. 


PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut St 


fo see you. 








Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 
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This Flame Will Hold» 
Now! A constant flame at first 

oi Tor au lame e)(-¥4] elem al-r-l ane) gmic-1-74] 010 
cold! Colibri by Kreisler's new 
exclusive Invar valve adjusts to 

the temperature, eliminates the 
butane bugaboos of heat ‘flare’, 
(ore) (o mum ile) olmmmr- Tale mm ele liai-ieve)aal =: 
resetting. Another “first” from 

Colibri by Kreisler, first in 

butane and standard lighters... 


/ 


outstanding for your profit! 
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THE NG&W 
BALLOU 

FRICTION 
PIERCED 


EAR WIRE 
in 14K. Gold 


The new Ballou friction pierced 
ear wires are styled to keep 
ahead of the growing popular- 


ity of pierced earrings. 


Precision made, each piece re- 
flects Ballou quality and work- 
manship designed to make the 


manufacturers job easier. 


No. 420 No. 423 No. 423 No. 424 


6MM. CUP 4MM. CUP 


THE 

meh SE, IoF Wales, | 
OF 

GOoD 
JEWELRY 


FINDINGS 


SOLD TO THE MANUFACTURER 
B. A. BALLOU & CO. INC. 61 Peck Street Providence 2, R. ! 


ICiA/sC rnr i | a se ,PeVC Tr VA ~ r 
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Lets talk a minute about 


Chosen for exclusive use 
at the VIII winter Olympics 


Norelco is proudly telling your customers about this honor through a special Olympic 
promotion, which includes heavy national advertising, hard sell newspaper advertising in 
the top metropolitan markets . . . an exciting 4 color center-spread in Sports 
Illustrated ... plus 4 color promotions in Life, Look and Saturday Evening Post. 
Tie in now! Watch your sales snowball behind this avalanche of 

support for the new Speedshaver’—the one electric shaver 

that’s easiest on the face every season of the 

year! World's largest seller—fastest 


growing in the U.S. A. 


Ride the crest of spec ial co-Op 
advertising that ties in with Norelco's 
Olympic selection ... gets customers 


moving in your direction! 


Start fast behind hard-hitting 
newspaper ads in youl market that 
really sell Norelco’s superior wal 


with winter-roughened faces! 


Stay in front with 
the powerful thrust of 
national television! 


Jump ahead with big four-color 
spread in Sports Illustrated followed 
bv color pages in Life, Look, 

Saturday Evening Post. 


One more reason why 


in the golden 603 is Norelco 


Nothing shaves like Norelco... that’s why nothing sells like Norelco 


lemark of: NORTH AMERICAN PHILIPS COMPANY, INC. 100 East 42 


* Speedsh iver 1S a register d trad 
} 7 
Ol f yis known i PhiliShave inn 4 inada and the rest ol the tree we rid 





HAND CARVED 
MATCHED 

WEDDING RING SEIS 
CREATE CUSTOMER 
CONFELDENCGE fu 


CLINCH: SALES 


AM o]d-m ol geltle Mls lel-\-1o MMe) Mi islcINd-lalehodsl-10 Mi -le]¢-) Mice lsliilslsmel ms acl Ee 
ite Cet IhG-Mol-Stlelsl Mil -tilel felt Mme isle Masia d-lo Molde ha tiuileliliill os 
unexcelled quality, unequalled value. It is no wonder, then, that 
year after year Hand Carved Barel Bridals have been the first 
choice of the discriminating . . . surpassing all others in winning 
new customers, creating repeat sales for you. 


Our new line again will prove to be your fastest selling, most prof- 
itable matched wedding ring sets. Shown here are four of our 
latest, original designs . . . daringly different and irresistibly 


modest in price. 


Tolg-M-dalelol} Melg-Mehaelilels](-MisMoM (olde! i (-ailel Mila ellie -M licen 
smart, hand carved Swedish and Florentine finishes . . . proven by 
far the most enduring and finest available anywhere. 


f 
The Barel signature 06 appears in the shank of every ring to 
OES Ii g-Me ZoltMos Memes isl -MilolseMaclac-tomeldiellilel ms 


A. Six fine diamonds individually prong set against recessed, mirror-like back 
ground. Framed by magnificently hand carved Fiorentine finish. Tapered. In 
white or yellow 14K gold. Keystone $139 per set 

B. Ten fine diamonds set into concave, exquisitely hand carved satin finish 
top. Tapered. Brightly polished edges. In ali white or all yellow 14K gold 
Keystone $116 per set. 

C. Gleaming spiral wheat motif on beautifully hand carved satin finish. Brightly 
polished edges. In white or yellow 14K gold. Keystone $55 per set. 

D. Superb Florentine finish hand carved on concave center. Edges combine 
bright facets and graceful scallops. In white or yellow 14K gold. Keystone $55 


per set. 


Controlled distribution .. . sold by the manufacturer directly to the retailer 
Free mats available upon request © DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC. ¢ 88-06 Van Wyck Expressway, Jamaica 18, L. I., N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, FEBR 
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only Wyler Incaflex gives you 


UNCOMPROMISING QUALITY 





WITH EXCLUSIVE FEATURES 


that you can see, show and sell! 


Wyler’s exclusive quality features including the incaflex balance wheel and one piece waterproof 
case are easily understood by your customers. These unique features set apart convincingly the 


Wyler watch sales story from all other branded lines. 


RENEWABLE LIFETIME 
WATERPROOF’ GUARANTEE 


Wyler’s Unique Waterproof Case Design Prevents Crystal Shrinkage 


So outstanding is its exclusive case that Wyler Incaflex carries 
a waterproof and condensation proof guarantee for the life of 
the watch, provided it is returned every two years for check- 





ORDINARY 


A. Plastic crystal is compressed 
and set into case. Crystal shrink- 
age reduces compression in very 
short time—allowing dangerous 
leakage. B. Screw back vulner- 
able to leakage. 


WYLER 


A. Wyler crystal is fitted over 
metal wall of the case. Crystal 
cannot shrink and in fact will 
tighten with time, affording 
longer lasting waterproof protec- 
tion. B.One piece back has no open- 








ing. We know of no other watch that offers this protection.T oma daehaee bene. Manaaainie 
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Exclusive Incaflex Balance Wheel - Lifetime Guarantee Against Damage** 


Leading the industry in the development of modern shock protected watches, Wyler’s famous 
Incafiex balance wheel has spiral spokes that absorb shock from every direction. At the same 
time their rigid Bombé jewels retain oil better, longer and assure closest accuracy even in smallest 


calibres. Incaflex leads the field and can lead your sales too! 
**replaced without charge if ever broken 


*providing crystal is intact and genuine Wyler parts are used T2 year re-waterproofing $1.50 





SOLD THROUGH JEWELERS—AND ONLY THROUGH JEWELERS 
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MEN’S WATCHES All Waterproof -Incafiex protected 


. Yellow top 37.50; steel back case 32.95; all steel 37.50 
. All yellow top 44.95; two tone w/GF band 39.95 








LADIES’ WATCHES All Incaflex protected 


. Waterproof*, steel back case 32.95; all yellow 49.95 
. Waterproof*, self winding all yellow 69.50 
















. All steel w/band 39.95 9. Yellow or white 34.95 

. All steel w/ date 55.00; w/o date 44.95 . Yellow or white 44.95 

. Self winding, steel back case 49.95; all steel 59.95 . Yellow or white 55.00 

. Self winding, gold filled 79.50; all steel 69.50 . Yellow or white 59.95 

. Yellow 49.95 

. White, 2 diamonds, 59.95 
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THE CHOICE OF MORE JEWELERS EVERY DAY 








Here is your chance to put Paris in your window with a complete series of 
window and sales aids that goes with Wyler’s new Continental Line. Use it 
in your promotions leading to graduation — timed with the country’s accent 
on sports cars and everything continental in men’s and women’s fashions. 
{} And with it you can build the story of Wyler’s exclusive quality features— 
because beyond a shadow of a doubt, the tide is turning — quality is taking 
command of consumer demand! You and 4,000 other Wyler dealers stand 
to benefit most. {| You have a top-quality line to sell, with exclusive product 
features and written guarantees no other manufacturer offers. Wyler Incaflex 
creates customers and makes your selling easier. §] Wyler Incaflex watches 
can be purchased through jewelers only. It is not footballed in any way, 
shape or form! You are assured complete price-and-profit protection with a 
Wyler Incaflex franchise. §] You will find a Wyler Incaflex is easy to sell. And 
once sold, it stays sold, and keeps on selling for you! 
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WYLER WATCH CORPORATION, 131 EAST 23rd 





We told the inside story 


Last year The Watchmakers of Switzerland set the pace for trade and industry- 
wide efforts to tell your customers the story of quality watches. A powerful T'V 
spectacular, plus radio, magazine, and top-market newspaper advertising spot- 
lighted the difference between a good watch anda cheap watch. In addition, two 


big promotions made your store the focal point of watch-conscious consumers. 


»> > 





WELL 


TELL 


N 
AGAIN 


EA The Watchmakers 





This year we'll be doing the same... 
only stronger! We’ll continue pre- 
selling your customers. Here are 
some of the ways we plan to send 
them into your store for the impor- 
tant pre-June selling season: 


Radio! A dramatic new radio spot- 
saturation campaign will drive home 
the quality watch story in 7 out of 
10 homes in America. 


Television! TV’s greatest salesman, 
Dave Garroway, will be showing the 


of Switzerland 


“See The Difference” story right in 
your own community on coast-to- 
coast network. Over 163 million peo- 
ple will be watching convincing dem- 
onstrations of the quality difference. 


Magazines! Full-page advertise- 
ments in three of the country’s lead- 
ing style magazines will present 
quality watch fashions to their more 
than one million readers... direct- 
ing them to you, their local jeweler. 
This program means business! It 
means more watch business for you! 





Tell the 
“See The Difference” 
story! 


Tie your story in locally! To get facts about watch quality spelled out 
the fullest profit benefits from this in the Quality Story booklet. 
program, your own participation is 
vital. Here’s how you can tie your 
story in with this national advertis- 
ing: Use your present “‘See The Dif- 
ference” display card with a good 
watch and acheap watch—their backs 
removed—mounted on the display in 
the space provided. Then show your If you do not have a display card, or 
customers the amazing comparison! copies of the booklet, write us at the 
At the same time, refer them to the address below. 


Hundreds of jewelers have told | 
how effective this “See The Differ- 
ence” story is. Make it a success 
story for yourself by turning more 
cheap watch requests into profitable 
quality watch sales! 


& The Watchmakers of Switzerland 


c/o Suite 1105, 730 Fifth Ave., New York 19, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1960 
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Sterling Silver PHOTO Jewelry 


WITH UNBREAKABLE PRECISION WATCH CRYSTAL—/from >, = UP 








RETAIL 
for men and women 
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Your customers can easily insert WY photos in seconds... a gentle push from 
the back with paper clip or hair pin dislodges watch crystal. The customer’s trimmed 
photo is then placed under the crystal—snaps in quickly, easily, safely. An imaginative 
new gift idea for men and women of all ages. True Sterling Silver beauty, and engrave- 
able for extra profits, too! 


FREE COUNTER DISPLAY TRAY ($5.00 Value) with ASST. 50/60 
consisting of 1 each of the following 11 assorted pieces: 

MEN’S PHOTO JEWELRY LADIES’ PHOTO JEWELRY 
Cuff Links .....3 6.00 Key Charm 

Tie Clip $ 4.00 Bracelet 

The above, when sold as 3 Pc. Set $10.00 Necklace 

Money Clip $ 7.50 Large Round Charm 

Key Charm $ 5.00 Small Round Charm 

Key Chain $11.00 Heart Shaped Charm 


All 11 pieces will be furnished, TOTAL RETAIL 
mounted on FREE counter display. RETAILER’S COST 


Also available in open stock. YOUR PROFIT 


Order from any of Anson’s 70 authorized distributors who sell to retail jewelers ONLY 


MACH THE JEWELER’S LINE...FIRST WITH TRULY NEW IDEAS 


ANSON, INC., Providence 5, R. I. 
in Canada — Anson, Canada Ltd., Toronto 





NEW 


Antarctic Ill 


SLEEK AND SLIM ASA 
SELF-WINDING WATERPROOF* CAN BE! 


A triumphant new design! The bracelet and case are wedded to each other to 





give that “‘solid-yet-slim” feeling every man wants in his watch. 


PROVED IN THE ANTARCTIC DURING 

U.S. NAVY “OPERATION DEEPFREEZE” 

The only watch that established its complete dependability and accuracy during 
months of grueling tests. Through violent temperature changes, the Antarctic’s 
new “weather-modifier” compensated for abrupt climate changes, from 


extreme heat to icy cold, from brittle dryness to dripping moisture. 


PRICED TO BRING YOU MAXIMUM SALES AND PROFITS! 


One of the world’s 8 great timepieces, Nivada Grenchen is sold and serviced in 


105 countries. The new Antarctic III is appealingly-priced at only $99.95 retail. 


Place your order promptly for quick delivery. *Providing case unopened, erystal and crown intact. 


To meet demand, these watches will be flown regularly 
from Switzerland by KLM Royal Dutch Airlines. 


by NIVADA GRENCHEN 





Antarctic III, stainless steel case, 
17-jewels, self-winding, shock-resistant, 
waterproof*, unbreakable mainspring 
and balance staff, matching 


adjustable bracelet. $99.95 retail 


A division of CROTON Watch Co., Inc. 


404 Park Avenue South, New York 16 
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CROTON Watch Co., Inc. 
404 Park Avenue South, New York, N. Y. 


Please ship as follows: 
Quantity Style Resale Keystone 
ANTARCTIC Ill $99.95 $75.80 





Store Name__. 





Address 





City _ Zone State 








If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. If not, send check with order. 
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IN DISTINCTIVE EAR WIRE MOTIFS 


Add new styling to your earring line with these 
new Cobb ear wires featuring smart, distinctive 
Continental motifs. Designed abroad... the subtle 
(Ofo) eo) om aalejdhicme) (sale mar-]aanlelelieleji mi alan mesl-m aie (st-3t 
variety of shapes and sizes in ear wire drops. 
Available in 14 KT Yellow and 12 KT Yellow 

Gold Filled ear wires, kidney wires and ear screws 
fo) am 0) 1-14-10 I -1- | 6a O10) ©] 0 anl0le(-1 cam @elaidial-ieit-) 


line. Sold through jobbers everywhere. 


iy, SB co =F) Company 


SABIN STREE T, PROVIDENCE. S, KR. f. 
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‘THE : ELLING POWER OF FORSTNER >» 
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Little Charmers 
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CONTACT YOUR AUTHORIZED 
FORSTNER DISTRIBUTOR 





THE SELLING POWER OF THE COMPREHENSIVE FORSTNER LINE 


KOMFIT WATCHBANDS «+ LADIES’ WATCH BRACELETS + IDENTIFICATION BRACELETS 
ANKLETS + NECK CHAINS & PENDANTS +» CHARMS & CHARM BRACELETS 
CHILDREN’S JEWELRY - MINIATURES « 14KT. GOLD JEWELRY - STERLING SILVER GIFTS 
LONG & SHORT KEY CHAINS + TIE CHAINS +» MONEY CLIPS + KNIVES 
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FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

320 Fifth Avenue, New York 1, New York 

29 East Madison Street, Chicago 2, Illinois 


Forstner, (Canada) Ltd., Sherbrooke, Quebec 


THE DESIGN ACHIEVEMENT EVERY JEWELER WILL APPLAUD! 
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Simple!. .. 

just slide ball 
down to open 
bracelet wide 
enough to 





e Slip on bracelet 
—Slide ball up 
under wrist 
for snug, 
relsshielad-le)|-miie 


; 
AMERICANA Watch Bracelets protected by U. S. Ss 
Patent No. 2,861,313. Other patents pending. x ae 

°¢ 


MOST POPULAR BRACELET CONSTRUC 


MILANESE MESH (Tapered and Narrow Styles) and SQUARE SNAKE ‘CHAIN a 


SCREW TYPE “T" END «= gett “T" END RING END 


STYLE 80F960 | STYLE 80F961 STYLE 206963 


(Square Snake Chain, {Narrow Mesh, 
Yellow or White Yeltow or White bbe or White 
i2Kt. Gold Filled) 12Kt. Goid Filied) 12Kt. Gold Filled) Us: 
Keystone $7.50 Keyst one $8.00 | Neyeee $10.00 ee. 


STYLE 80F962 (Shown at top of advertisement —Tapered 
Mesh, Yellow or White 12Kt. Gold Filled) Keystone $10.00 


Style BOF961 also availabie with "T’ End—Style 80F977 

























Bracelet 
closed, with 
chain dangles 
that add a new, 
fashionable 
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“AMERICANA” will be nationally — 
advertised in leading magazines. 


You always depend on Forstner for the 


newest, the finest, the most attractive. 


Now—again—Forstner is first (and exclu- 
sive) with “AMERICANA”, the exquisite 
new ladies’ self-sizing watch bracelet 
you'll sell—and.sell—and sell! 

Millions of readers of mass and class 
magazines will see “AMERICANA” strik- 
ingly illustrated in Forstner national ads. 
Be sure you display “AMERICANA” in your 
windows, on your counters, to center the 
selling power of Forstner advertising on 


your store. 
“AMERICANA” will beautify and mod- 
ernize any watch... will make a new 


watch easier to sell! There isn't a woman 
who won't be delighted with ‘“Amert- 
CANA'S” fashionable, luxurious look, with 
its easy self-sizing, its sure and com- 
felat-le]( mile 


Order now! Contact your authorized 
Forstner Distributor, or write 


Jovslaek 


JEWELRY’S NAME FOR QUALITY 





FORSTNER, Inc., Irvington 11, New Jersey 
Showrooms: 

320 Fifth Avenue, New York 1, New York 

29 East Madison Street, Chicago 2, IMinois 

Forstner, (Canada) Ltd., Sherbrooke, Quebec 





World’s Largest Manufacturer of Interlocking 
Engagement and Wedding Rings for Diamonds 


Invites you to participate in their 


oe 
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1960 marks the 25th Birthday of Feature Ring Company! 25 years of 
progress in ring making. Progress as evidenced by pioneering of the 
famous patented Feature Lock. Progress in the creation of the ingenious 
patented Feature-Glo setting that makes diamonds look 90% larger, 
87% more brilliant. Progress in manufacturing techniques that offers 
mountings of superior appeal. Progress in imaginative retail mer- 
chandising! And progress in quality control that assures merchandise 
sold... stays sold, and builds repeat business! 

To the wholesalers and retail jewelers of America we say ‘‘Thank you”’ 
for your acceptance and promotional support that have made Feature 
Ring the ‘fastest selling diamond ring line in America.”’ 


Our Anniversary Program offers diamond selling opportunities as 
never before! Introduces a bright ‘‘new style influence’ in diamond 
rings ...a brand new ‘‘merchandise”’ package for brides-to-be .. . 
exciting traffic ideas . . . backed by the biggest value offering in history! 
This is the program that will give you plenty of SELLabrate! 


Contact your authorized Feature Ring wholesaler today . . . or write: 


Cate G ling (C0. we 


130 WEST 46TH STREET, NEW YORK 36, N-Y. 


feature Lock U.S. Pat. —2507348 and Feature-Gio Pat. = 2774231. 





Now you can buy the castings 
and findings, and produce 
your own finished jewelry. 


You save 2 profits in by- 
passing the manufacturer and 
the wholesaler. Assembling 
-Talomsleli-ialinl-aor- 1am e]-mele)al-m eo) 
,you or your local special order 
aar-lalepr-lendela-1 ane) au c-1e)-1] aeet-lan 


For those who prefer, we will 
supply the item COMPLETELY 
FINISHED, ready for sale. 

(CT) areolel amie) i mel eleje-belelaice 


Special price considerations 


yourself 


| 
Write today for NEW 72 page | 
catalog containing the most 
complete line of castings and 
findings in 14K Gold 
marcheileies 
meclitclenielas 


SETTINGS 
SHANKS 

EAR BACKS 
BEZELS 
SPRING RINGS 
BOX LOCKS 
NECK CHAINS 
DISCS 

COIN HOLDERS 
PENDANTS 
MOUNTINGS 
CUFF LINK BACKS 


National Findings Corp. 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 


| LETTERS... 


Jewelers’ Salary 
To the Editors: 

As a member of the American Society 
of Appraisers, I do many appraisals. In 
every case a proper appraisal is given 
by first estimating the wholesale cost of 
the ‘“‘piece’’ and in most cases quoting a 
keystone mark-up. 

In most instances, we then hear the 
following: “But how much should |] 
have paid for it?” 

Here lies all that is important in the 
answer: “‘Our appraisal gives you the 
retail market value, madam. In invest- 
ing this amount, you no doubt have a 
certain amount of confidence in your 
jeweler. He is entitled to a profit; he 
needs you, as you are paying his 
salary.” 

By building her confidence in her 
jeweler, I am building her confidence 
in myself. Do not knock competition. 

RAY FENSTER 
Ray Jewelers 


Brookiyn, N. Y. 


PX Clerks & Customers 
To the Editors: 

In your December issue you carried 
an article criticizing the PX system. In 
this article NRMA pointed out that the 
system was staffed by “the equivalent 
of two full combat regiments of clerks 
with the Government footing the $17 
million annual salary cost.’’ This im- 
plies that the clerks are military per- 
sonnel. 

It is also stated that these stores cater 
to top brass military personnel. This 
implies that only officer personnel pa- 
tronize the stores or have the money to 
buy all the lines carried by the stores. 

Having been connected with the 
jewelry and gift trade for many years 
and knowing that you are publishing a 
reputable trade magazine, I am sure 
that you will be interested in the truth. 

First, in nearly 30 years’ experience 
in and around the PX’s, I have only seen 
military personnel acting as clerks on 
two isolated posts. In both these cases 


( please turn ta page $6 ) 





My name is Paul M. Platzman, 


| pioneered the ultrasonic industry. Two well known ultra- 
sonic companies were founded by me. Now, | have created 
a new organization, Ultrasonic Industries, Inc., based on 
a revolutionary approach to mass producing and selling 


; ultrasonic equipment. No middleman’s profit in this fac- 
ha tory — direct-to-you deal. 


Tremendous savings are passed on to you the customer bringing form- 
‘erly high-priced ultrasonic cleaners within the range of everybody’s 
budget. My products stand out because of their distinctive appearance, 
unbelievably low money-back-guaranteed prices—free five year serv- 
ice contract, and consistent trouble free performance under the most 
gruelling conditions. This is possible because my DiSONtegrator 


generators and transducers incorporate the latest advances in ultra- 
sonic technology. 


1 SON TECRATOR® dl 


instruction manual 
SYSTEM FORTY (export model: 220V 


— 50 cycles $7.50 
extra) 
ULTRASONIC CLEANER 
The lowest priced ultrasonic cleaner ever sold! Buy ONE or 100 and Save! 
The DiSONtegrator System Forty ULTRASONIC CLEANER is attractively J INTRODUCTORY OFFER 
styled, ruggedly-built, and work-tested to give a lifetime of trouble-free 


po ra i Money Refunded (less shipping charges) if not completely satisfied. 
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SATE L } » 
The DiSONtegrator Features: Dc Z 
Simplified one knob control for easy operation. High Frequency sound 

waves disintegrate harmful soils and contaminants in seconds. 

Saves time and labor, boosts production rate, improves product. You 
can replace hazardous chemicals with safe solvents and even water. 


5-DAY TRIAL 


Guarantee 
tor you 
itrasonic ‘ 


Z 
+  Wewill pay all shipping charges 
= to any point within the con- 
== tinental limits of the United 
The DiSONtegrator works FAST = 
In SECONDS you can disintegrate soils on: radioactive lab apparatus; = 
glassware; medical instruments; test tubes, syringes, hypodermic ~) 
needles; dental instruments, drills, burrs, false teeth, bridges; 
fossils and fossil foraminifera; electronic components, semi-conductors, 
crystals, switches, precision potentiometers; optical parts, lenses, 
plastic contact lenses, eyeglasses; timing mechanisms; small gear trains; 
miniature printed circuit boards; and hundreds of other items. 


States (not including Alaska and 
Hawaii), if you enclose check 
with order. 
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UNPRECEDENTED FREE 5 YEAR SERVICE CONTRACT 


The DiSONtegrator — System Forty is available from stock for im- 


mediate delivery in unlimited quantities. 
In seconds you can remove: 


ict . h Aire : ; lint 
rust, oxides, shop dirfs, dust, tint, 


dus preservatives, finger 





extrusion lubricants, paraffin, wax, paint, varnish 


SPECIFICATIONS 


GENERATOR INPUT: 117 V, 60 cycle — GENERATOR OUTPUT: 40 W, 90 KC 
DIMENSIONS: GENERATOR: 10” Lx 7” Wx 534" H 
Tank (overail) 6'/44°° L x 7° W x 6'/,"° # 
Tank (inside) 5'/2"" L x 534°" W x 4° D 
ste é 4 a Tank (capacity) 0.5 gal 
iTipoli, resin Tiux, acid Tiux, Many one 


lacquer, p 





greases, cooked food residue, blood, plaster of par 
pounds, carbon, radioactive particles, polishing compounds 
volcanic fuffs, clay and sand, graphite, starches, cutting oils 

d, abrasives, quenching oll, Saifs, pitch, aspn 











i FOR THE FIRST TIME — you have a choice of 6 beautiful decorator 
. . colors to harmonize with your office or laboratory decor: Ivory, 
The DiSONtegrator is VERSATILE i Wheat yellow, Turquoise, Desert sand, Pale green and Soft gray. 
In addition to super speed, surgical precision cleaning it can be used to: Please specify color when ordering. 

brighten, quench, degrease, impregnate, decontaminate, pickle, etch, 


dip coat, emulsify, degas liquids, anodize, dye, mix, accelerate reactions. ORDER NOW 


Uitrasonic cleaners are widely used 


in production lines, maintenance departments and laboratories. You fi TO: Ultrasonic Industries, Inc., Dept. JC-K 2 4 
should have at least one DiSONtegrator if your field is Electronic, 141 Albertson Avenue, Albertson, L.1., N. Y. 

Optical, Glass, Clinical, Biological, Textile, Oil, Food, Paper, Dental, ; ;, a 

Plastic, Drug, Rubber, Wood, Chemical, Isotope, Geological, Agronomi- : Gentlemen: Please ship, ———_— DISONtegrator® om Forty : 
cal, Metallurgical, Anthropological, Paleontological, Petrochemical, [J Unit(s) @ $99.95 ea. © Wor J Wheat yellow O Turquoise fj 
Ceramics, Dairy, Brewery, Beverage, Confectionery, Laboratories, Photo- ) * O Desert sand OC Pale green UO Soft gray 
graphic, Paint, Bottling, Cosmetic, Pharmaceutical, Metal Working, Metal to: 
Finishing, Die-Casting, Foundry, Plating, Metal Treating, Automotive, Air- ’ 


craft, Horological, Jewelry, Medical, Marine, Mining, Utilities, Power 
Plants, Instrumentation. 











is 2 | understand that my money will be refunded if not completely i 
ultrasonic industries satisfied after 5 day trial. 


, [) check enclosed (freight prepaid) [) C.0.D. 
141 ALBERTSON spn piorotaptieiet L.1., N.Y. [) bill me (rated A sara oh. a Please put us on your mailing list i 
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MARGE 





7 jewels, yellow or white 
top, stainless steel back, 
unbreakable balance staff 
and mainspring. Cord. 








YOUR COST 
MAY \. ; we 
crete . & (5 pleces or more) 
7 jewels, yellow or 3 
white top, stainless 
steel back, unbreak- f yr... PN 
able balance staff . ’ e. RESISTAL/S 
and mainspring. \ wl : P - 
Cord. | ~| 17 jewels, all stainless 
{ steel, waterproof*, un- 


~ " 1 \, ¥ \ breakable balance staff 
e! , Ne. yr, and mainspring. Strap 
COST x: >()90 


(5 pieces CGNs bo. YOUR COST 


or more) 





(5 pieces or more) 


BRIDAL 





2 diamonds, 7 jew- 
els, yellow or white 
top, stainless steel 
back, unbreakable 
balance staff and 
mainspring. Cord. 
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ae = | 7 j ls, ch lated t 
‘OST . = - a jewels, chrome plated top, 
“— 7” 5 stainless steel back, water- 
(5 pieces or more) proof*, unbreakable balance 
| 1] staff and mainspring. Strap. 


34,90 


YOUR COST 


(5 pieces or more) 











All the ‘“‘Ammunition”’ you need to develop a greatly 
expanded volume in 7-jewel and 17-jewel watches! 





—i~ 


RESISTAL 





17 jewels, chrome plated top, 
stainless steel back, water- 
proof,* unbreakable balance 
staff and mainspring. Strap. 


YOUR 
COST 


(5 pieces 
or more) 


CATHY 





7 jewels, yellow or white 
top, stainless steel back, 
unbreakable balance 


| staff and mainspring. 


*Providing case unopened, 
crystal and crown intact. 


$7790) 
YOUR 
COST 


(5 pieces 
or more) 











Our target is simple, “Get the watch business back 
in the jewelry store, where it belongs!”’ And we’re 
doing it by bursting a bombshell of unmatched 
low prices for fine quality SUSSEX watches! 














Now you ean offer your customers a quality 
jeweled watch at the same low price they now pay 
for ordinary pin lever watches. Yet, as you know 


better than anyone, the jeweled watch is far 
superior in long-lasting value to the purchaser. 


SUSSEX ...A Division of 


CROTON Watch Co., Inc., 404 Park Avenue South, New York 16 














CROTON Watch Co., Inc. 
404 Park Avenue South, New York 16, N. Y. 


Please ship as follows: 


Quantity Style four Cost 
RESISTAL $ 8.90 
RESISTAL/S 9.90 
PORPOISE 6.90 
CATHY 7.90 
MARGE 7.90 
MAY 7.30 
BRIDAL 10.90 





Name 








Store Name 
f.ddress 
City PE a ee aE oe —_ ee 











If you are a regular customer, or a new customer rated Ist or 2nd, we will ship open account, 
net 30 days. If not, send check with order. 
MINIMUM ORDER! Orders (and re-orders) for less than 5 pieces of a single style will be 
charged $1.00 additional for each watch. 
PRICES DO NOT INCLUDE BOX. If box is desired, extra charge of 75¢ will be made. 








LETTERS 

(continued from page 32) 
AS the men worked after regular duty 
hours and they were paid by the PX for 

DISTINCTIVE the hours worked. 
Secondly, a visit to any PX would 
AS soon satisfy you as to the truth of the 
second statement. They are severely re- 
stricted as to the items they can sell and 
DAY common sense indicates that there are 
not enough top brass in all the services 
AND to be able to spend the $400 million that 
the article says is the dollar volume of 

NIGHT the PX’s. 

The NRMA will do themselves more 
good than harm if they will stick to the 
facts when presenting their case. 

BERTRAM BAKER 
Bethesda, Md. Lt. Col., U.S.A., Ret. 


Award Watches 
To the Editors: 

As so many small jewelers, I, too, am 
concerned over the slow sales of quality 
watches. And, as so many others have, 
I, too, laid in a stock of $6.95’s. 

Recently, however, I switched a num- 
ber of buyers from the low-priced 
watches to a better mark-up item by 
in good taste this phrase: 

“If, after 25 years of faithful service, 
you were to retire from your job, would 
or evening wear. you accept a as a token of 
esteem by the company ?” 

The answer is usually one of pained 
of tas surprise, and the sale of a better quality 

watch is almost sure. Possibly other 
gold jewelry, jewelers would like to use the same 
phrase. EMIL GROSMAN 
Palisades Jewelers 

your fashion Pacific Palisades, Cal. 
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The ultimate 
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for daytime 





A complete line 


designed with 


conscious 


customers in mind. 


Liked List 


To the Editors: 

I want to tell you how much I enjoyed 
the “Last Minute Check List of Yule- 
tide Fast-Sellers” that appeared in your 
December issue. 
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Not only did it help me in making ad- 

° . justments in my Christmas merchandis- 
david Q . steven, INC. ing program, but I plan to refer to it 
37 West 47th Street throughout the year in order to keep up 

New York 36, N. Y. (please turn to page 43) 








Milk Mug doz. 6.00 
Tea Pot doz. 18.00 
Cookie Jar doz. 24.00 
2 Comp. Dish doz. 12.00 
3 Comp. Dish doz. 18.00 
Pitcher doz. 9.60 
Salt/Pepper dz. pr. 6.00 
Cheese w/cover doz. 12.00 
Jam Jar w/cover doz. 9.60 
Sugar/Creamer _ doz. pr. 12.00 
Butter w/Cover doz. 9.00 
Sp. Rest w/Salt doz. 7.20 
Egg Cup, not shown doz. 3.60 


All items on this 
Wags 8 page copyrighted 
: * 


All Imports are shipped 


LeFTON-PACIFIC INC. (GEO. ZOLTAN LEFION CO. Imports 02.0 zoe terion cs 


Sa? W. TUN SIREEE GENERAL OFFICE & WAREHOUSE Chicago Worehouse or 
LOS ANGELES, CALIF 3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS F.0.B. Lefton-Pacific Inc 
For 11 Western States CHICAGO SHOWROOM: 1555 MERCHANDISE MART Los Angeles Warehouse 

















MODERN AND ATTRACTIVE La 
France Jewelers, Waterbury, Conn. 








A NATIONAL SYSTEM provides an accurate, printed daily state- 
‘ae , 


ALBERT LA FRANCE, owner 
ment on all phases of the business for this Jewelry store. 


“Our Chalional Charge-Posting System 


Saves uS *1,000 a year... 


returns 86% annually on investment!”’ 


‘To successfully operate a jewelry store 
today, it is essential to have a system 
that provides immediate accurate infor- 
mation in all phases of the business.”’ 
writes Albert La France, owner of La 
France Jewelers. ““This is why our 
whole operation revolves around a Na- 
tional System 

“Our National System provides us 
with multiple benefits. It eliminates the 
out-dated hand-written method by au 
tomatically posting our accounts recelv- 
able simultaneously with the recording 
of a sale or payment on the register. It 
also provides us with an instantaneous 


—La France Jewelers, Waterbury, Conn. 


printed statement of our business at the 
end of each day. 

“The elimination of errors in posting, 
forgotten charges, and extra office help. 
plus what we have gained through cus- 
tomer goodwill, have paid for this sys 
tem over and over again. Our National 
system has been a major contributing 
factor to the success of our business. It 
saves us $1500 a year and returns 867; 
annually on investment.” 


C > 
CC ie ) Mia — 


owner of La France Jewelers 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 


Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular vearly 
profit. National's world-wide service or 
ganization will protect this profit. Ask 
us about the National Maintenance 
Plan. (See the yellow pages of 

your phone book.) 


“TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


wor paper (No Carson Reauired) 





Vast assortment of discs and hearts, 


and chorm bracelets. 
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All items shown actual size 


QUALITY ALWAYS 


Design that attracts the customer, with 
Quality that can’t be compromised, and 
always at a Profit for the retailer. 


Sterling, 1/20 12K. G.F., 10K and 14K. 


AUTOMATIC CHAIN CO. 


PROVIDENCE, R. Il. 


NEW YORK + LOS ANGELES 
CHICAGO 











th DECORETTE® 


. and there’s a honey of a 
g-t-t-lolammielamdal-Mal:\ an Tie (- 
rot -1 a) (1am oy-lale Met -1- Ie ale) (et 


and learn what it is! 


























In spring eift occasions are bustin’ out all For two-way profit (1) in 
over. So profit—by offering especially ap- your gift-wrap service, (2) 
propriate oilt-w ipping with lacy, lovely at your resale ribbon coun- 
DecoretTTe® Brand Ribbon ter—consider the new S-/1 
You ll “sell” customers on your service Bow Maker. It’s the only 
and they Il come back for more. including machine that ties Star Bows 
more of your gift merchandise. It’s such a — completely in mass 
nice, easy way to start sales spiralling. production. And the amaz- 
Whether you custom-w rap or “give it ing S-71 leases for as little S-10: $39.95 
away, the rewarding results are the same. as $4.00 a month on a two- 
achieve, too. Just DECORETTE and year basis. 
ichine do the trick. No doubt about it, with 
vour choice of three machines. For a machine and DECORETTE 
“free” gift-wrap, we recommend the thrifty Brand Ribbon there’s no 
new S-19 “Magic Bow” Tyer, just $24.95. end to your profit poten- 
No frills. All efficiency. Turns out basic tials. (See coupon below!) 
pre-fab DECORETTE or NOTE: [n case you haven't 
SaSHEEN® Brand Ribbon noticed, a wide gleaming S-7t: Lease &: 
“Magic Bows” at the very band centers the new DECORETTI Ribbon. 
respectable clip 120 j | This stripe adds new glamour and strength 
per hour. + and makes the ribbon easier to handle, 
For custom-wrap, speed- P ’ easier to tie. Fancy bows, simple variations 
wrap, or both, nothing tops of the one and only “Magic Bow.” take on 
the S-10 “Magic Bow” Tyer a lively new sparkle and often mean higher 
at $39.95. More expensive, markups for you. Be sure to see the new 
but—ah—it does much S-19: $24.95 1960 DecoretTrTe line. Fill out and mail 
more! Makes two-tone bows, off-center-cut in the coupon below. For spring, or any 
bows, carnation bows, combination bows, season, “more sales” start with DECORETTE 


manv more. and a dependable 3M machine. 


...and the real beauty of it is more sales! 


“Magic Bow” Tyer in action. Contact your local SASHEEN supplier for a free demonstra- 
“a | or write to: Gift Wrap & Fabric Division, 3M Company, Dept. GAH-20, St. Paul 6, Minn. 


hy 
vA /, HAVE YOUR REPRESENTATIVE CALL: 


Show me the Demonstrate your My bow-tying 
1) CORETTH line bou ‘ying equipment machine interest Ls: 


NAME 


Was sate \ ' ett up 
Sos eee / FIRM NAME 
“sal ‘ g ile He ipso / 
~~ ' ADDRESS 
CITY ZONE STATE 


‘SASHEEN” and “DECORETTE” are registered trademarks of 3M Co., St. Pau! 6 Minn. Export: 99 Park Ave 


Magic Bow” and method of making patented U.S. Pat. No. RE23835. Advertisement 960 3M Co 


TMiinnesora Jfinine ano Jfanuracturine company 
.. WHERE RESEARCH IS THE KEY TO TOMORROW 








Cordless transistor clock radio, 
with a lifetime clock battery 
Also a fine portabie uses 
economical flashlight batter- 


ies 


NEW! 


From the most 
trusted name 
in radio! 


Cordless 
Flairline s 
powerful 

Golde 


beautiful 











Table Radio: 


3 Twod 


tylinc 


speakers: 
n Throat 


color 


stunning 
rect-drive 
famous 
Three 


combinations. 


tone. 








The amazing ‘’Pock- 
ette’’ shirt-pocket 
radio with surprising 
performance. Wide 
range tone, remark- 
able sensitivity. Sell- 
on-sight styling! 
(1TP2)* 


This beautiful showcase 
guards the most complete 
collection of gems in 


transistor radio history! 


RCA Victor transistor radios look and sound 
so good customers literally walk away with 
them. But with this new showcase, designed 
with you in mind, your customers will do the 
“walking’”’ via your cash register! 

The beautiful, deluxe showpiece is built of 
high-styled aluminum, wood and heavy-gauged 
plexiglass. Adjustable glass shelves hold up to 
18 RCA Victor transistor radios. The hinged 
back opens easily for changing your display. A 
sturdy lock provides further pilfer protection. 

See your RCA Victor distributor for informa- 
tion on the display case and the most exciting 
line of wonderfully performing transistor radios 
in America. 


te & Made in America— 


by American craftsmen— 


with all-American components 


Never before such performance so much 
beauty ...so much value packed into a radio! 

Not until you and your customers try a new 
RCA Victor transistor radio will you believe such 
tremendous tone can come from such compact 
radios. You'll agree these are the best performing 
transistor radios ever built for “‘The Gift That 
Keeps On Giving.”’ 


@ RCA VICTOR & 


THE MOST TRUSTED NAME IN RADIOS 


All-transistor portable 
radio. Hottest seller 
we've ever made. 


Smartest simulated 
pigskin ...a big- 
demand transistor 


Extra-powerful gift. 
‘““High-T’’ Circuit. 
Plays on either 100 


hour pen light or 
longer-operating re- 
chargeable batteries. 
(1T4)* 


portable. Exclusive 
“High-T” Circuit de- 
livers sound of super- 
clear quality. Three 
colors. (72) 


JLAR-KEYS 


‘'High-T’’ circuit and 
speaker give improved 
fidelity, extend tonal 
response. Three flash- 
light batteries permit 
100 hours’ listening 
pleasure. (T1)* 


TONE 
/ 7 





LETTERS 
(continued from page 36) 
with the recent trends in consumer 


preferences. Keep up the good work! 
Detroit PETER HEGLIN 





Teen-Age Action 
To the Editors: 

We thought you might be interested 
in the enclosed newspaper clipping. It 
is an attempt to attract the teen-age 


Aftention All High School Students ( 


. Regardless Of Where You Live 


JOIN OUR T.A.C.C. 


(teen ege cherge club 
*If you ere a high school student and hove 
smell income from baby sitting, extra work or 
on allowance, you may open o T.A.C.C. eccount 


in the amount up to $25 without a co-signer or 


having to get your per- © ———_— 


auss # 


RE sta 





ents to sign for you. 





i. ——— — | 


ae 





SS 





group, which we believe is important 
to the jeweler, as it is only a matter of 
a few years when these young ones will 
be our important customers. 

[ am happy to say that we opened 17 
teen-age charge accounts in three days. 
Time will tell how this new idea will 
work out. We'll keep you posted on the 
next results. 

PHILLIP B. KRAUSS 


Ambridge, Pa. Krauss Jewelers | 
| Your World...and 
“THE LINDLEY MAN” 


Bait Advertising | Your world is the only world that exists for “The 
Lindley Man.” His only interest is providing you with 
the finest retail boxes... boxes famed for superla- 
tive quality, utmost attractiveness and complete de- 
pendability ... boxes that enhance the quality of your 
merchandise and increase the prestige of your store. 
“THE LINDLEY MAN” can help you turn more 
customers into steady customers. 


To the Editors: 

The business pages of our news- 
papers here have referred recently to 
action taken by the Federal Trade Com- 
mission to control bait advertising. I 
am very much interested in doing 
everything possible to raise the gen- 





eral tone of advertising in the jewelry | oe 

‘ndustrv. How “nr t eet o ecm of | Contact “The Lindley Man”... 
caciegcen. es i a ss SS ae | a card or wire will start you 
this FTC regulation‘ | on the way to better packaging. 


HARRY SMITH 
Los Angeles — 


a. Y 
The new “Guides” were published {) 2 iL. a co) a iL. —E 
> 


on page 114 of the January issue of BOX AND PAPER DIVISION 
JC-K. Copies may be obtained from Marion, Indiana 

the Jewelers Vigilance Committee, 15 FEDERAL, PAPER BOARD COMPANY, INC. 
W. 44th St., New York, or from any 
Better Business Bureau.—Ed. 
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— » « « but we underestimated your reception to the 

Mido “Ocean Star” when we introduced it last Fall. We knew jewelers 
vould welcome this major development in waterproof watchmaking 
t gives “Ocean Star” 
ystal and movement to 
than 10 seconds. And we knew 
fa solid one-piece crown that need never 


he unique tension ring design that elim- 


al 


inates any distorting pressure on the crystal. And the airtight sealing 


} oe 


vhich makes “Ocean Star” not only fully waterproof’, but condensa- 


n-proof as well...even with the stem pulled out. But we didnt ex- 
pect Custol Ss would order and re-order the way th \ did! We had to 


to you now. 


WATCH YOU NEVER HAVE TO WIND 





MIDO WATCH COMPANY OF AMERICA, INC., 580 Fifth Ave., New York 36, N. Y. « In Canada: 699 St. Maurice Street, Montreal 


“Ocean Star” mode [s re tail from Slit Jin stainle ss Sf eel, lo S 27. 5 in l4K gold. (F. T. /.) *AS long as case, crystal and crown remain intact. 











ARE YOUR 


DIAMOND 
PROMOTIONS 


AND 


DIAMOND 
SELLING 


OBSOLETE? 


° ¢ ¢ Check Them Against The Up-To- 
Date, Authoritative Material In JC-K's 
New Book 


How To Sell Diamonds 


@ 48 colorful pages! 
@ Profusely illustrated! 


@ Written by six experts in the 
field of diamond merchandising! 


¢ Here's a partial list of the con- 
in this just-published book: 


®@ Selling The Engagement Ring 


@ 10 Ways To Boost Your Diamond 
Sales 


@ A Glossary of Diamond Shapes 


@® Are Diamond Guarantees Good 
Business? 


@ Diamonds Are Currency in 
Fashion 


This book contains information that every 
policy-making and sales-making person in 
your store should know. To get your copy 
of "How To Sell Diamonds." simply send 
a $1 check or money order to JEWELERS’ 
CIRCULAR-KEYSTONE, CHESTNUT & 
56TH STS., PHILADELPHIA 39, PA. Your 
copy will be rushed to you by return mail. 
Send for your copy now! 








| 


T hey re New... 


“Antarctic III,” new slim watch by Croton 
Nivada Grenchen, is self-winding, waterproof, 
shock-resistant and antimagnetic, has un- 
breakable balance staff and mainspring. Comes 
with matching band. $89.50 retail. From Cro- 
ton Watch Co., Inc., 404 Park Ave. > 
York. 


























“Juanita” ladies’ watchband (0635) is from 
the “Continental” series featured in Flex-let’s 
“World’s Fashion Fair” promotion for spring. 
From Flex-let Corp., 580 Fifth Ave., New 


York. 


Oris watch (2870/3) comes in gold or silve 
colored metal, has sun-ray effect on 
Watch has seven-jewel shock-resistant m 
ment. $14.95 retail. From Oris Watch Age: 
15 W. 37th St., New York. 


Electric skillet (C-122) is newest from Gen- 
eral Electric’s portable appliance department, 
features “tip-toe” leg that snaps down from 
handle, allowing fat to drain away as soon 
as it collects. New skillet is designed for use 
with General Electric’s removable contro! 
(BP-1). Suggested retail, $20.95. 





Your skill 


CGiCSCI VCS 


the finest loupes 


Make sure your most useful tool—your loupes—live up to your own high standards of work- 
manship. Recognized as the standard of quality. Bausch & Lomb loupe lenses are composed 
of the finest quality precision ground ophthalmic glass. You have a choice of a complete range 
of focal lengths and magnifications in both regular loupes and eyeglass models. Eveglass loupes 
fasten casily to any regular type metal or shell eyeglass temple. Order from you regular sup- 
plier. Write for folder I-52 contaming description of the full line. Bausch & Lomb Optical Co., 


Rochester 2. N. Y. 


and the finest tou pes hear thas name: 


BAUSCH& LOMB \t/ 
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They re New... 


available in 10K & 14K 
yellow gold or yellow & 
white. Ask your whole- 
saler to show you the 
complete B & B line of 
the finest in jewelry. 





@ WRITE FOR COMPLETE 
INFORMATION 


DESIGNED & STYLED BY 











New Universal “Coffeematic” is chrome-on- 
copper, brews ten cups. Comes with “Flavor 
Selector,” “Heat Sentinel” and non-drip spout. 
$19.95 retail. From Landers, Frary & Clark, 
New Britain, Conn. 


R5447A /25 R5468 A R5446A /25 


RINGS DPPPPyY) EPP) mm (ddd ddd < 


ee Oe a 
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“Holiday” series from Jacoby-Bender gives 
a lady’s watch the appearance of a bracelet- 
. , watch ensemble. Bands come in two-tone Vene 
MEDALS <—ay , ' : 
tian and shiny finish, and have safety chain 
for extra security. Available in yellow or 


white gold filled. $9.95 and $10.95 FTI. 


P7636 


CROSSES 


li \ . . ‘ ry ’ ] . : ‘% 
Four Seasons table lg in » Wedg 


wood is gas-powered, features finger-tip ad- 








RAS 3 ©. .& justable flame. Said to light for over a year 
GOVERNOR ST on one fueling. Suggested retail, $27.95. From 
Ronson Corp., W oodbridge, N. d. 








Quality... easily recognized 


The classic elegance of Gold Filled jewelry is built 
on a firm foundation of quality material. General 
Plate has gained recognition as the leading pro- 
ducer of Gold Filled sheet, wire and tubing — by 
its ability to produce material of unusual quality — 


to closer-than-average tolerances. Why not join 
General Plate’s customer list of outstanding 
manufacturers. 


METALS & CONTROLS 


ATTLEBORO. MASSACHUSETTS. USA 


VISION OF TEXAS INSTRUMENTS INCORPORATED 


ai’ 


GENERAL PLATE PRODUCTS 





| They re New... 








oh 
69 Characters lh cere 
E Ni G R AN bE D “Song of Autumn,” new silverplate pattern 








from Community division of Oneida, features 

e tes raised wheat motif, oval outline. 52-piece ser- 

® To mind vice for eight, in drawer chest, retails fo. 
ta $89.75. 


‘ 


ST, NICHOLAS 
TENNIS CLUB 
pee: 
-195b- 


SGLES [HAMPIOR 


Ladies’ “Pull-A-Part” key holder by ) 
features hand-engraved interlocking heart 
motif. Packaged in individual gift boxes. 
$3.50 retail. From your Foster wholesaler. 


YOU can do the same... 
in your own store...with Barel Bridal wedding ring set (T2523 and 


TL253) features ten diamonds on the satin- 
- N G a AV O G R A 4 if an d finished, hand-carved concave top. Polished 


edges give contrast. Available in white or 


the profit is all yours! yellow 14K gold. $116 per set, cache 


From Bridal Ring Co., 88-06 Van Wyck E: 

pressway, Jamaica, N. Y. 
Make more profit, give faster 
service—engrave plaques and 
trophies to order right in your 
store.It'seasyontracer-gquided 
ENGRAVOGRAPH. Easy, too, 
to personalize skis, bowling 
balls, all sporting goods. And 
easy to pay for out of profits. 
There's an ENGRAVOGRAPH 


to fit your needs from $298. 





Write for catalogue 
New watchband design by Gemex is the 
mrmerr hermes ENGRAVING MACHINE CORP telescopic “‘slim-as-a-ring” model, available in 


yellow or white gold filled. Keystone, $5.40; 
154 West 14th Street, New York 11, N. Y. retail price, $6.95 FTI. 


’ 








A Promise of Quality...Value... Integrity 


Be UARANTEE 


Bgour BENRUS watch 
movement MUST run 
perfectly-or BENRUS 
will repair it or replace 


Benrus makes the promise 


~» 


i 2) 7 
% 
1f**E FF ¥C' LZ» a. £37 } FF 74 ry)” » «" ¢— A /'* DRE , > 
YW CALAEOA BAAN AAS VAI RA ACA KL A AN ’ q 4 . AS 


Benrus, in 1960, with its exclusive three year Unconditional Guarantee will again give jewelers the most 


persuasive selling story in the industry! This year, Benrus renews the advertising program that placed 
Jenrus messages on six of the top ten TV SPECIALS in 1959. On March 19 of this year Benrus brings you 
another Jack Benny SPECTACULAR (with Jack himself delivering our message)... plus vigorous print 
advertising and creative merchandising ideas — these add up to Sales and Profits for you! 


BENRUS WATCH COMPANY, Inc. - La Chaux De Fonds - Colombier . NEW YORK - Waterbury - Lynbrook 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 























Now stock jewelry 
pockaging to compli- 
ment YOUR merchan- 
ise. A wide assort- 
ment of over 80 styles 
to fit your packaging 
need Figg We gy 


S. 
‘ 2 


for our current 


cate leg ilustroting our 
mptete Stock Line 
able for immedi- 


We will gladly design 
your own specialized 
pockage for you 


BOX COMPANY| 
523 MT. HOPE ST. ° ATTLEBORO FALLS, MASS. 








They're New... 


Diamond rings for men have die-struck 
Florentine designs in a variety of shapes and 
forms. From Karlan & Bleicher, 136 W. 52nd 
St., New York. 


Emerson’s “Wondergram” pocket-sized port- 
able record player needs no turntable, weighs 
less than two pounds. Runs on standard flash- 
light batteries, and turns itself off automati- 
cally. Available with gold finish top and choice 
of contrasting body colors. Suggested retail, 


SHR. 


Sterling silver iced teaspoon coasters come 
packed in boxes of four or six. $2 per coaster, 
retail. From Webster Co., North Attleboro, 
Mass. 





Low Priced 
TOTAL WEIGHTS 


‘ ‘ 
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j 
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Chae ie Cet ot o Pye tak or 
/he Toute of Vihiadle 130 WEST 46th STREET, NEW YORK, N.Y. 


West Coast 448 South Hill Street, Los Angeles 13, Cal. 





ARNSTEIN BROS. & CO. 


announces that 


Alexander E. Arnstein has retired 
as active head of the Company. He will 
continue in an advisory capacity and 


will serve as Chairman of the Board. 


The business will continue under the 


name of: 


ARNSTEIN BROS. & CO., INC. 


Diamond Importers and Cutters 


608 Fifth Avenue, New York 20, New York 
Circle 5-5585 


ALLEN S. WILDER, President 
NORMAN L. SCHWARTZ, Vice-President 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1960 





yer MEDALS 
and ROSARIES J 


All Prices Retail 


R76/84 $18.75 ea. R376/20 210.75 


1316 $4.95 1313 $4.00 Gen. Rock Crystal, Full Tin Cut beads, Sterling, hand en- 
|St. Christopher, 24” Cloisonne enomel, 18" hand engraved cross hand engraved cross groved cross & center, 
ichain, hand engraved rope chain, 4-way in- & interest pegged & center. pegged corpus, cor- 
sert, hand engraved. drooping head corpus. rugated beads. 


$8.00 87 $12.00 R300 /83 $8.75 
Sterling, hand en- Pearl, hand engraved Fire polished beads, 1317 $3.65 1119 $4.70 


graved cross & center, cross & center, pegged also in assort. colors, Rose Bud medal, mi- Miraculous, 24” chain, 
round beads. drooping head corpus. hand engraved cross raculous insert, 18” hand engraved. 

& center, pegged rope chain, hand 

corpus. engraved. 


| 
| 
| 
| 
' 
| 
| 


R320/8 $8.55 R81/3 R48 /79 $5.45 


Men’s black round Men’s black oval bead Child’s rosary, sterling 
1314 $6.40 1168 $2.30 bead rosary. rosary. round beads, hand 
St. Christopher, 24” Miraculous, 18" chain, engraved cross. Comes 


chain, hand engraved. hand engraved. Ask Your W holesaler For Gift Boxed in silver 


C A TA M O & a plated metal case. 





me 


PROFIT | They re New 
PARTNERS 


by WATCHBANDS 


= 4% 


4 
even: Freres gh ee 
% + 
a $ " , . $33 
ee : 4 . > : 
* oP. 
£28 Bhi las 


Florentine finish combined 
with modern styling re- 
sult in sales success for 
this handsome pair. 


The rugged, fully adjust- 
able band for men is 
available in 1/20 I0K 
yellow Gold Filled or in 
striking Stainless Steel. 


Trim and delicate, the 

ladies band comes in Piaget automatic watch has 30 functional 
| /20 10K Yellow or White jewels, is available in white gold, yellow gold 
Gold Filled. and platinum. Width of watch is 92/1000 of 
an inch, thin enough to pass through the tines 
of a fork. Retails from $750 FTI. From 
Piaget Watch Corp., 610 Fifth Ave., New 
York. 





Ask your wholesaler to 
show you our complete 
line or write direct to 


Watchbands, Inc 
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NORTH ATTLEBORO, MASS. |= 


WATCHBANDS DS INC. 





Unique design is formed by 24 diamonds set 


Smart jewelers are showing | : 
in an interlocking pattern. From Goldstein- 


THE NATURAL BLACK STAR SAPPHIRE Gerson, 130 W. 46th St., New York 


Stylishly conservative 
portends GOOD FORTUNE fo the wearer 
...@ FAIR PROFIT to the Jeweler 


['nmounted stones in qualities fitting every budget. 
for rings—tie clasps—cuff links— brooches — pen- 
dants—earrings—and other jewelry items. 


For quality gems, prompt attention and courteous service, always call 


JUdson 6-3185 


= WALTER ARNSTEIN Inc. 580 Fifth Ave 


New York 36 





New religious medals feature St. Gerard 
(left) and St. Theresa, both in sterling silver. 
St. Theresa medal has rose design in border 
$1 Keystone, without chain. From A. F 
Grenci, 136 Standard Ave., Butler, Pa. 





“Bandmaster” watchband (162) by Duchess 
comes in 1/20 10K white or yellow gold, has 
pattern of alternate smooth and Florentine 
etched panels. Band has the Duchess “Custom. 
Size” feature. From your wholesaler. 





To Manufacturers and Wholesalers only 





17-JEWEL SPORTSMAN 
and STARLITE WATCHES 


= x 
SQ 


Rte 
mS 


i 


state . 

. ‘. “ate < 
ENN te 
Ye “~S 
AS) aN : 

Ak nea 

AS : 


3S 


® 
34,2, 


ret 
\ 


A) 5902-YSC, CSC Yellow or chrome top, SS back $19.95 M) 6920-SZB SS case, waterproof* 

B) 6900-CHS Chrome top, SS back, waterproof” $19.95 N) 5207-YSB Yellow top, SS back 

C) 5903-YSC, CSC Yellow or chrome top, SS back $19.95 ©) 5206-YSB Yellow top, SS back 

D) 6921-SZS SS case, waterproof* $24.95 P)} 6200-YSN Yellow case and money clip 

E) 5200-YSC, CSC 10kt RGP or chrome top, SS back $24.95 Q) 6201-YSN Watch and locket cuff links in yellow 

F) 6923-YSS Yellow top, SS back $24.95 

G) 5202-YSC, CSC Yellow or chrome top, SS back $24.95 

H) 5205-YSB Yellow top, SS back, rhinestone set cover $29.95 

\) 5204-YCC, CCC Yellow or chrome top, SS back $24.95 CASE DIAL ATTACHMENT 
J) 6922-YSB Yellow top, SS back, waterproof”* $29.95 ELGIN Y—Yellow C—Combination, 5 to 8 figures C—Cord 
K) 5901-CS5 Chrome top, SS back, waterproof” $29.95 WATCH MODEL . W—White $—Style, no figures to 4 figures B—Band 
A SESE SSS, a ae ee ap, SP ee $29.95 CODE S— Steel Z—Luminous, combination S—Strap 


C—Chrome H—Luminous full, 9 to 12 figures N—None 
*When case, crown and crystal are intact. PRICES PLUS FED. TAX 





and ULTRA THIN STYLING 


DEPENDABLE — ACCURATE 
19-JEWEL MOVEMENT 


ALL AMERICAN MADE 
UNBREAKABLE MAINSPRING 
ATTRACTIVE, MODERN STYLING 
WATERPROOF * 


DURABALIANCE - GUARANTEED 
SHOCKPR@OF FOR LIFE 


‘ es 
has ob symbol on the dial hoye@ 
tuagainst Shock damageiGndl aiid 








Prices incl 


water proof 


YACHTSMAN ‘J’ 
4263-YSS (vellow) lis 
tinctively stvled after a 
ship s helm. 19 jewels. Ad 
iusted. (,uaranteed shock 
proof DuraBalance. Yellow 
top, stainless steel back 
waterprool! Sweep 
second hand $54.50 
4263-YSB (vellow). Ff 


pansion band 


Case 


$59.50 


Sn tienienlt 
YACHTSMAN “‘E’’ 
4258-SSB (steel). 19 jewel 
\djusted (,;,uaranteed 
shock proof DuraBalance 
Sweep-second $49.95 
4258-SSS leather 
stray $44.95 


YACHTSMAN ‘“‘D’”’ 
4256-SSS (steel) .19 jewels 
Adiusted (,uaranteed 
shockproof DuraBalance 
Stainless one-piece 
Sweep 


$39.95 


stee] 
Case 


second hand 


Fed. Tax 


YACHTSMAN “‘C’”’ 
4253-YLS (yellow). 19 
ewels. Adjusted 
teed cre KDroot Dur : 
Ralance | kt rolled gol I 


plate top stainless steel 


(,;uaran 


Nack one-pie 
proof cas [Luminous 
lial with »sWee ) 
hand 

4253-YLB (vello 


pansion band 


$64.50 
w). Ex 


$69.50 


YACHTSMAN “A” 
4250-YSS pw) 
ewel \djusted. Cruarar 


tes 


pDiate top 
wanted rs cond 
4250-YSB 


insion band 


$54.50 
I 


$59.50 


}) 


YACHTSMAN “‘G”’ 
4260-YSS (vellow) 1Y 
jewels. Adjusted. Guaran 
teed sno kproof 
Balance 
stainles tee] 


Dura 
VY el low top 
hac k one 
piece waterproo 
Sweep-set ond 


f Case 
$39.95 


YACHTSMAN ‘“‘B”’ 


4251-YLB 


Leather strap 


\djusted 


YACHTSMAN ‘“‘F’’ 


4259-YCS 


' " 
Al 


inte 
. 


4259-YCB 


pa 


YACHTSMAN “H’’ 


4261-YSB 


jewels Adjust 


teed nocKknorose 


Ralance Yell 


tainless stee] 
piece, wate 
Sweep-second 
4261-YSS | 

4261-YFB (\: 


rpros 


“i ( ,uaral 


yf Dura 
vv Tor 


Dac 
yf ca t- 
$49.95 


ellow), $44.95 


), $49.95 


*When case, crown and crystal are intact 
Elgin DuraBalance is protected by U. S. Pat. +2880570 


4261-YFS (yell Mb). $44.95 





|. just 6 months, 1 out of every 5 credit jewelers turned his 


back on chaos and doubtful mark-up...in electronic products... 


by subscribing to GOLDEN SHIELD & BY SYLVANIA 


“4 - 
4)” 


> 


For Catalog showing our complete line of Transistor, Table and Clock radios, and Stereophonic Phonographs, write direct/y to 
GOLDEN SHIELD CORPORATION, GREAT NECK,N.Y. 


ALL NEW FOR 1960 
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ADVERTISING like this in pages and half pages 
in compelling color and black and white helps 
you sell this revolutionary new setting. “Evening 
Star” is featured in America’s best-read maga- 
zines: LIFE, PHOTOPLAY, SEVENTEEN, MADE- 
MOISELLE, Goop HOUSEKEEPING, BripE’s MAc- 
AZINE, Bripe & Home, MoperRnN Bripe,’ TEEN. 


PROMOTE “EVENING STAR’’* IN YOUR STORE WITH THESE MERCHANDISING AIDS: 


Dramatic dispiays ... for your counter, for Tie-in literature. A beautiful full-color folder Newspaper mats. Single, ¢ 
your windows. Customers will see at a glance the explains the drama, romance and prestige of own- umn mats will show “Evening 


revolutionary beauty of “Evening Star.” ing a magnificent “Evening Star. papers. With place for your 
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Artcarved 
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THE BIGGEST NATIONAL 
ADVERTISING CAMPAIGN EVER 
RUN ON A NEW RING STYLE 


It's the new star of the Artcarved line ... the most spectacular 
success story of a diamond ring design in the past 90 vears. kiver 
since jewelers first saw 4rtcarved’s revolutionary new-look setting. 
this summer, they would consider no other diamond style. They 
bought it on sight. For this excitingly different design frees the 
diamond from its deep setting ... makes even a small diamond look 
far bigger and brighter. 

And now for the first time in the history of diamond selling, all 
the fabulous beauty of one particular diamond ring style is backed 
up with a spectacular array of national advertising. And response 
to these dramatic ads has been overwhelming. Customers are clam- 
oring for “Evening Star.” Jewelers are asking for the privilege 
of carrying this new style. And, to keep up with the steady demand 
a complete line of jewelry items . . . rings in every wanted cut. 
pendants, necklaces, earrings, tie tacks . .. are being offered. 
Naturally, all “Evening Star” items are backed with the famous 
fricarved Permanent Value Plan guarantee. 

Learn how you can make Artcarved’s newest, loveliest style pay 
off for you this season. An Artcarved representative will be glad to 
explain the benefits of an Artcarved franchise in your area (if 
available). For details. write to Sales Manager. J. R. \ ood & Sons, 


Ine.. 216 East 45th Street. New York 17, N. Y. 


New TV and radio material. Spot commer tals 
ll of the “Evening Star beauty in one-minute 


ona spots. W ith time tor your local tie-in, 
Ask your Artcarved representative or write 


our home office for full details 


*Design patent applied for 


J * R. WO Oo D Be SO NS, IN C. 216 East 45th Street, New York 17, N. Y. 
N E ' * . 
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On February 6, 1960, three tons of ultra-precision Longines 
electronic timing equipment valued at $250,000 and a hand- 
picked 23-man technical crew of engineers, technicians and time- 
keepers moves into Squaw Valley, California to begin installing 


the complex timing system for the VIII Olympic Winter Games. 


The Longines technicians are no strangers to the Valley. Some 
timed the North American Ski Championships there in 1956 and 
1957. Still larger numbers, with prototypes of the present equip- 
ment, timed this event in 1959—the dress rehearsal for the 
Olympics. From this experience, the specially designed timing 
system was given final refinement in the Longines Watch Fac- 
tory. Before the competitions begin on February 18, a full scale 
test run of the entire Olympic program will take place. This, in 
brief, is what is meant by “LONGINES TIMES THE OLYMPICS AT 


SQUAW VALLEY.” 


MM AUC?’ 


( : . 
Longines TIMES THE OLYMPIC GAMES 


AT SQUAW VALLEY 


More than 1000 representatives of press, radio. newsreels and 
television will cover the event for the world. CBS TELEVISION will 
bring the day-by-day events to the country w ith an amazing array 
of facilities. Longines-Wittnauer will sponsor the NBC radio 
coverage with 46 sportscasts during the eleven days of exciting 
competitions. Altogether, 26 broadcasting teams will be on hand, 
including more than 20 foreign units. 

In this $20 million sports festival Longines plays the stellar 
role. The 1960 Olympics confirm the dominant position of 
Longines in the world of sport, in the U.S.A. and throughout 
the world. Virtually every major sports event, every new world 
record made in the United States in the past lS years, have been 
Longines timed. 

The 1960 Olympics will still further establish Longines as the 


watch of highest prestige among the finest watches of the world. 


Company 


FOR ALMOST 100 YEARS, LEADER IN HIGHEST QUALITY WATCHES 


LONGINES-WITTNAUER BUILDING. FIFTH AVENUE, NEW YORK 3060, N. Y. 
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TALUE OF SERVICE “To some it 
may have been a minor incident: 
to me it bordered on an emergency. 
columnist Don Miller writes in the 
Klvria (Ohio) Chronicle-Telegram. 

“The crystal of my wristwatch was 
shattered, and a deer hunting trip 
was in the offing. Something had to 
be done, but quick. So into the first 
iewelry store, | popped. 

“The watchmaker must have had 
a bad night, for he was curt to the 
extreme. He couldn't get at it for 
at least an hour. It was an old 
He didn't have a crystal. He 


doubted if I'd even be able to find 


watch. 


one. 
hand, | toddled 


a jewelry store 


“So. watch in 
down the street to 


. 


Py 


where past service had been excellent 
and to which. except for impulse. I'd 
again have gone. 


“Three persons were clerking. \]] 


CIRCULAR-KEYSTONE 








SPEAKING OF THE JEWELRY TRADE 


three smiled and passed out cheery 
greetings. The watchmaker took the 
watch and went in search of a crys- 
tal. He had none on hand. ‘But | 
can get it for you by Friday.’ he 


said. And he 


watch to use for the trip while mine 


handed me another 


was being repaired. . . 
“lust 
jewelry or other available items will 


guess where any _ future 
be purchased by the Miller clan or 
anyone with whom were associated! 
Over a period of time it could 
amount to a reasonable sum—and 
it'll gotoa place where | was treated 
courteously, not to where my appear- 
ance was an imposition on the help. 

“And isnt it surprising, in this 
heated 


pers ms 


day of competition, how 


many have forgotten the 


value of a little courtesy?” 
Writer Miller didn’t name the store 
where he was treated like a human 


being. It was Brandau’s. 


ep PROFITS: 
- New 


helping 


Helicopters are 


Y ork’s 


oldest 


jewelry store. Black, Starr & Gorham, 


provide exclusive. one-of-a-kind 
jewelry offerings to customers of its 
suburban stores in Millburn, N. J., 
and Manhasset. Long Island. 

Founded in 1810, Black, Starr for 
vears has catered to the yen for the 
exclusive to the tune of $4-million 
annual sales. 

Maintaining this tradition of ex- 
clusiveness at its suburban outlets 
has been a problem, however, be- 
cause the cost of stocking all three 
stores with very costly jewels is pro- 
hibitive. 

The obvious solution for Black. 
Starr was to circulate its stock. But 
this was complicated by the fact that 
25 per cent of its sales are mace in 
the hectic pre-Christmas period when 
the New York area is snarled with 
heavy road trafhe. 

Black, Starr's problems flew out 
the window in late December when 
it set up a series of helicopter flights 
between its main store and its sub- 
urban outlets. 


The whirly-birds delivered their 


precious cargoes of exclusive gems 


from the former to the latter in as 
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Sensational Sales and Profit 
Stars for the Jewelry Trade 


WORLD FAMOUS QUALITY-BUILT 


Fearing Aids 


YOU CAN SELL TOSHIBA 
TRANSISTOR HEARING AIDS 


Because 


* * e * 
Require No Special Fittings 
The vast majority of persons suffering from hearing impairments do 
not require clinical attention. 


Boxed for Over-the-Counter Selling 


Both models are attractively boxed, complete with hearing aid unit, 
penlite battery. earphone with 3-different size ear inserts. 


24-Hour Service Department 


Toshiba maintains a round-the-clock service department for cus- 
tomer and dealer satisfaction. 


Answers the Demand for Spare Unit 


Now, for the first time, hearing impairment sufferers can purchase 
a low priced, quality built hearing aid for use as an emergency spare. 


Lowest Maintenance Costs 


Toshiba transistor hearing aids operate on one low cost penlite 
battery. available everywhere. 


Guaranteed One Full Year 


Toshiba transistor hearing aids are sold to the consumer with a 
full year guarantee. 


— w as) 
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= ‘ 


Poat Nationally Advertised 
Kxtensive national advertising campaign 


; ? 
-— n leading consumer publications 


ecring Nie 2 < 
. (Wk “é. Point-of- mg Aid 


° ’ 
EK ye-arresting, self-containing display 


lin teil | is’ 
line folder and co-op ads: 


Priced for the Mass Market! 


= od 


Attractivels t Boxed 


2) 


| Box 


MODEL THA-IOO!I 
With 2-Position Tone Control 
Complete with penlite battery, 
earphone and carrying case 


MODEL THA-1002-3 


With 3-Position Tone Control 
Complete with penlite battery, 
deluxe earphone and carrying case 


Quality Features 


@ TELEPHONE SWITCH © 10 LOUDNESS SETTINGS 

@ VARIABLE TONE CONTROL #©@4-QUALITY TRANSISTORS 

@ SENSITIVE MICROPHONE @ 3-EARPHONE INSERT SIZES 
@ OPERATES ON ONE LOW COST PENLITE BATTERY 


For Complete Information and Literature Write Dept. J-] 


TRANSISTOR WORLD CORPORATION 
52 BROADWAY, NEW YORK 4, N. Y. 
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little as 12 minutes flying time. 


Jewels not sold by the suburban 
branches are returned by helicopter 
to the main store in a couple of days. 
for the occasional emergency call 
the suburban customer who wants 
a certain type of jewelry on short 


Black. 


copter “at the ready” at all times. 


notice Starr keeps a_ heli- 


PUNCH: If once wealthy 


KK Von- 
gardet, 57, saw the farce. The Solid 
Gold Cadillac. 


not amused. 


IDNEY 


French landowner Jean 


chances are he Was 


lt would have struck too close to 
home. 

Mongardet shelled out $60.000 in 
hoarded gold coins to buy his mis- 
Alice Linck a pair of 


solid gold kidneys which. she said. 


tress. ““widow 


were necessary to save her life. 
Mongardet learned that 
kidneys 


shape and that she was not a widow 


In court 
Alice's own were in A-] 
but a wile and mother. 

Mongardet paid plenty for his five- 
Alice. In 


money. she 


vear idyll with the artful 
kidney 


touched him for $4.000 for another 


addition to 


“serious. and nonexistent operation, 
for $9,000 to pay death duties on a 
mythical estate, and for much more 
on a variety of pretexts. 

\lice was found guilty of obtain- 
ing money under false pretenses. 

Her victim today lives in a cow- 
shed on a small remainder of the 57 
valuable land he owned 
when he first met Alice. Neighbors 
kid him about kidneys at their own 


risk, 


_ pe 


down 7 \re vou 


acres of 


RAINY WEATHER get you 
bothered by 
headaches and dizz\ spells on some 
lll tempered. weary before a 


Suddenly 


davs 7? 


storm ? subject to virus 
attacks ? 

On the other hand. are there days 
when vou feel wonderful coming to 
work—optimistic, relaxed, mentally, 
alert. all’s-right-in-the-world ? 

You can't change your moods 
yet, says 5. J. Curtis, security office: 
of J. L. Hudson Company, Detroit’s 
hig department store. But soon. he 
predicts, you ll be able to tone up 
the physical and mental health of 


yourself and your sales help, change 
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grumpy customers into smiling ones, 
and reduce shop-lifting at the same 
time. How? By just changing the 
~ ’ 
air! 

Mr. Curtis gave quite a lecture 
about air-magic at the Controllers 


Congress convention recently. Air 


molecules. he said. lose eles trons at 
certain times, such as before a storm, 
and turn into positive ions (bad for 
humans). At other times they gain 
electrons and become negative ions 
(which is good). Famous mineral 


springs are healthful, he said, not 





because of their waters but because 
of all the negative ions in the air. 
“Soon it will be possible for your 
store to put ionizing equipment into 
ducts.” Mr. 
Curtis forecast, getting down to prac- 
“These 


units will negatively ionize the air 


the air-conditioning 


ticalities. small ionization 


in your store to reduce disease 
and improve the character of men.” 

The Wesix Co. of San francisco 
has an experimental “lonaire” that 
jionizes 1500 cubic feet of air. As 
much in the future as Buck Rogers, 
of changing people by 


May he sO 


this idea 
changing the air? 


but then again. 


A GIRL AND HER GOLD: Egyptian 


; 
+ 


women are sleeping on a gold 
mine. and the Egyptian Ministry of 
Industry is most put out about it. 

The ministry reckons the gals have 
more than $150 million stashed away 
in their mattresses or under the bed- 
room tiles in the form of gold brace- 
lets, anklets and necklaces. 

The Ministry is anxious to get its 
hands on these frozen eold assets to 
finance Egyptian industrial expan- 
sion and is wooing the ladies with 
a “bracelets-for-bonds” educational 
campaign to get them to come across. 

Though claiming some success, it 
admits that a girl and her gold are 


not soon parted. 





THE RELIGIOUS © 


—and the fe weler’s 


St. Francis devotional set in 
sterling and crystal includes 
13% inch St. Francis in Fos- 
toria crystal, silver mist finish, 
a pair of lacquered sterling 
candlesticks, and a sterling vase. 
Set retails for $21.50; items 
also available separately. From 
The International Silver Co., 
Ecclesiastical Division, Meriden, 


(Conn. 





Diamond cross made in 
various sizes and 
prices, from $57.50 re- 
tail including federal! 
tax, by Kaspar & Esh, 
Inc., 126-132 W. 46th 
St., New York 36, N. Y. 


NE. FEBRUARY 1960 
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Chance to Serve 


By ALAN C. WEBBER 


@® THE MASSIVE POPULATION GROWTH of recent 
years, the so-called “population explosion,” is 
rapidly changing the externals of American life. 

New suburbs spring up virtually overnight in 
sleepy pastures; super highways knife through 
forest and plain; and everywhere more people buy 
more cars, television sets, refrigerators, air con- 
ditioners. 

Materialism runs rampant? Perhaps, at first 
glance. But if there is ferment without, there is 
also ferment within. The following figures tell a 
revealing story, one that softens the charge of 
“materialism”: 

@ Estimated U. S. population growth during 
1959, 1.6 per cent. 

® Church membership growth, 5 per cent. 

® Catholic Church membership growth, 10 per 
cent. 

® Total population claiming religious affiliation 


Sterling cross pendant’ with 
baguettes retails for $7.95 in 


white presentation box. By Flex- in 14K gold. 
Charms, Inc., 48 West 48th St., 
Ma Be New York 36, N. Y. 


Let, 580 Fifth Ave., New York, 


Protestant cross engraved with 
authentic scrolls retails for $15 this cross pendant from B. 
By General 
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—Catholic, Protestant, Jewish—63 per cent, com- 
pared with 61 per cent in 1958. 

Not only is the population surging upward; the 
number of church members. is increasing at three 
times that rate! 

To industry and commerce generally, the im- 
portance of population growth is obvious: it 
means more potential purchasers of goods and 
services, and, as the standard of living continues 
to chalk up impressive gains, potential purchasers 
with more money to spend. 

But what of the startling rise in church mem- 
bership? Specifically, what does it mean to the 
retail jeweler? 

A JC-K check of the jewelry field one year ago 
indicated that, at the time, it meant disappoint- 
ingly little. True, most jewelers did carry some 
religious jewelry. But manufacturers reported 
that though production of religious jewelry was 


Austrian crystal adds glitter to 


David Co., 2525 Vine St., Cin 
cinnati 19, Ohio. Stones are 
prong set. Retails for $4. 





Rosary bracelet is recent innovation in Four Way Medal ap- Rosary for men has hand-cut jet pyramid 
religious jewelry. Bracelet pictured, by pears here as key chain decade beads and sterling “Our Father” 
Barrasso & Blasi, Inc., 31 Governor St., fob in sterling. One of beads. By Karpeles Rosary Co., 73 Dor- 
Newark 21, N. J., comes in 10K and 14K a line of religious key rance St., Providence 3, R. I., it retails 
gold, retails for $37.50 and $48.75 re- chains by Ferri Bros., for $11.50. Rosaries continue to be top 
spectively. Inc., Paramus, N. J. religious favorite. 


St. Christopher Medal enjoys wide rising sharply during 1958, the great bulk of it 
nated with = ( ong “ was sold through church goods stores. 
rotestants, 1S believed to satfe- -y 2 . 
If the average retail jeweler was aware of the 


guard travelers. Here it appears , : ae ‘ ; 
on key ring by The Catamore Co.. portents of the American religious renaissance in 


192 Georgia Ave., Providence, R. I. January, 1959, neither his stock, his displays, nor 
his advertising revealed his awareness. 


Manufacturers Sense Upsurge 

But a lot can happen in 12 months, and a spot 
check conducted by JC-K among both manufac- 
turers and retailers this year indicates that in 
many cases it has. 

Not only are some manufacturers overjoyed 
with 1959 sales in religious jewelry (“. . .no com- 
parison with last year; we’re way over,’ from a 
New York manufacturer), but most of those 
contacted stated emphatically that jewelers were 
carrying more and more of their religious mer- 
chandise. Said one: “People have more faith in 
the jeweler when they want precious goods, 
whether secular or religious jewelry” (and more 
people than ever before are able to afford better 
quality jewelry.—Ed.). 

Another said he thought the jeweler was win- 
ning religious jewelry sales from church goods 
stores because the jeweler “handles finer goods, 





Inspirational rings with re- 
ligious motifs were introduced 
in 1958 by I. Roskin Co., Inc., 
21 W. 46th St., New York, 
N. Y. Die-struck in white or 
vellow 14K gold, they feature 
inlaid crosses and hearts. 


vives better service, knows what he’s talking 
about.” 

Two-thirds of the jewelers checked by JC-K 
echoed the optimism of the manufacturers, re- 
porting 1959 sales of religious jewelry up from 
) per cent to as much as 55 per cent over 1958. 
Only one person, the manager of a store in a 
multi-unit chain, said his sales in this field were 
below those of 1958. On the other hand, a jeweler 
in a suburban community with a large Catholic 
population remarked that if his sales of religious 
jewelry continued to grow at their 1959 rate, he 
would consider dropping other lines and con- 
centrating more than ever on religious items. 

Though some attributed increased religious 
goods-buying simply to expanding population and 
general prosperity, most jewelers saw in this 
phenomenon a true resurgence of faith in the 
populace at large. They felt growing numbers of 
Americans were coming to the realization that 
material well-being is not enough, that without 
the life of the spirit afforded by religion mere 
existence is without meaning or purpose. The 
fear of war and possible nuclear extermination 
was also noted by many as a force leading people 
to seek security and assurance in religion. 


Filigreed metal egg with assorted 
cloisonne effect enamel contains figure 
of the Virgin and a Rosary, retails 
for $5. By G. Klein & Son, 105-107 
Chambers St., New York 7, N. Y. 


Though the vast majority of religious jewelry 
purchases continue to be made by Catholics, four- 
fifths of the jewelers contacted by JC-K reported 


a significent increase in sales to Protestant and 


Jewish customers. 

Jewelers gave various explanations for this 
trend. Some thought it stemmed from greater 
church attendance among Protestants who have 
moved to the suburbs, where social importance 
attaches to church-going. Others felt that it 
stemmed from increased ritualism now practiced 
by once-austere Protestant sects. One jeweler 
credited the manufacturers with stimulating 
Protestant and Jewish religious jewelry-buying 
through production of new, attractive religious 
charms that can be worn on charm bracelets and 
key chains or used as watch fobs. In overwhelm- 
ingly Catholic New Orleans a jeweler whose 1959 
religious jewelry sales were up 20 per cent over 
1958 reported: “Younger Jewish girls are show- 
ing more interest in wearing the Star of David 
and the Mezuzah on neck chains and as charms.” 

But the growth of the churches does not solely 
account for last year’s upswing in jewelers’ sales 
of religious jewelry. It is not enough merely to 
be aware of an expanding market. That market 
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must be studied and wooed, and each of the jew- 
elers who reported increased religious jewelry 
sales can to a great extent attribute those sales 
to his own business acumen. 


Three-Point Sales Formula 

The JC-K spot check suggests that the formula 
for increasing sales of religious jewelry is sim- 
plicity itself. Its basic ingredients are: 

1. Carry a good stock, both in quality and va- 

riety. 

2. Know your stock. 

3. Display the stock well. 

In short, the formula is that for any successful 
retail operation: Good merchandise with which 
the proprietor is familiar, displayed with imagi- 
nation and common sense. 

Nearly all jewelers contacted by JC-K had kind 
words for the quality of the manufacturers’ relig- 
ious wares. The consensus was that the crafts- 
manship in religious jewelry—die work, finishing, 
etc.—is far better than in former years and that 
lines offered are more varied and have better 
styling, adding up to greatly enhanced consumer 
appeal. One manufacturer makes medals of over 
60 saints and has published a list of saints and 
their significance to the faithful as a selling aid 
for retailers. 

It stands to reason—and is confirmed by the 
spot check—tthat the jeweler who is well informed 
about his religious jewelry is going to sell more 
than the man who isn’t quite sure what a St. 
Christopher Medal looks like. A suburban jeweler 
puts it bluntly: ““You’ve got to know what you’re 
selling. If you don’t, you’re licked.”’ 

That particular jeweler does know, and his 
sales of religious jewelry and statuary comprised 
15 per cent of his total volume in 1959! 

Others, unfortunately, don’t know. One who 
didn’t (and who reported no rise in 1959 sales) 
Was a Jeweler who, when asked which were the 
most popular religious items with Protestants, 
promptly replied “The Miraculous Medal,”’ which, 
as most readers know, is one of the best-known 
Catholic medals. This jeweler said he stocked little 
religious jewelry, kept most of it concealed in 
drawers under the counter, displayed “a few” 
religious items in his window at Easter, and never 
advertised religious jewelry. 


Show It to Sell It 

The JC-K investigation bears out a Providence 
manufacturer’s contention that “if jewelers will 
promote religious marchandise in the same man- 
ner as they do diamond rings and fine watches, 
they will find a substantial increase in their dollar 
volume and profits.” In almost every instance 
the degree of religious sales increase in 1959 was 
directly proportionate to the amount of display 
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space allotted that line. 

Some sample quotes on display: 

“We have a very good selection, a good window 
display which helps quite a bit.” 

“I’m carrying more and displaying it in a spe- 
cial case.” 

“At Easter I usually get a styrofoam white 
cross as a background. At Christmas I’d like a 
crib but need all space for salable items.”’ 

“Larger stock and better display.” 

“The front section of our window is devoted to 
religious jewelry tied in with religious figurines— 
St. Christopher car set, rosaries, etc.” 

“Perhaps better displays in 1959 account for 
our 12-month increase in sales.”’ 

Based on jewelers’ reports it is safe to say that 
any display of religious jewelry produces better 
results than none; separate displays draw better 
than religious jewelry mingled with other items 
in the same case, and front window displays plus 
separate cabinets within are the most successful 
trade builders of all. 

With the Lenten season on the horizon and 
preparations for Easter sales in the offing, it is 
important to note that all jewelers contacted by 
JC-K reported Easter sales of religious jewelry 
second only to Christmas. 

Estimated monthly percentage sales of religious 
jewelry by those jewelers spot checked averaged 
as follows: 


Ja iriuda ry 
February 
March 


June 


A ugust 
September 
October 
November 


December 


Jewelers in predominantly Catholic areas, 
aware of Church doctrine and the religious Jew- 
elry reflecting it, listed March and October as 
their best sales seasons after Easter and Christ- 
mas. In the Church calendar March is the month 
of St. Joseph, October the month of the Rosary. 
And need one add that March also finds St. 
Patrick much in the minds of good Irishmen 
everywhere ? 

The jeweler who told JC-K he would specialize 
in the sale af religious jewelry if his volume con- 
tinued to increase at its 1959 rate said he planned 
his window displays in accordance with the 
Church calendar, featuring jewelry appropriate 
for each month. With his success in mind, other 
jewelers may find it of value to know what sacred 
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cross by Opalite, 
Inc., 1311 Lombard St. Christopher 
St., Philadelphia, Medal in 14K gold 
Pa., has gold-filled | is one of line by 
or sterling chain, re- ~ Chas. Gold & Co.. 
2. o> 36 W. 47th St., New 
-] York 36, N. Y., re- 
* tailing from $10 up. 
a Some versions have 
e) stones added. 


tails for approxi- 


mately $3. ee 


Cultured pearl cross on 
gold filled chain is by 
The Gemex Corpora- 
tion, 1200 Commerce 
Ave., Union, N. J. Key- 


stone $15 


Cultured pearls and 14K gold combine Key 


to give distinction and elegance to 


A 


chain version of Our Lady of Perpetual Help Medal 
the ever popular St. has unusual Byzantine motif around 
Christopher Medal. By the border. 
& Co., Inc., 65 Nassau St., New York, Chas. Thomae & 
N. Y. Brooch retails for $50. 


this cross brooch by Leys, Christie Comes in large size for 
Son, men, small for women. By A. F. 
Inc., Attleboro, Mass. Grenci, 136 Standard Ave., Butler, Pa. 
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Cross motif on book- 
Madonna and Child 


mark shows grow- 
medal in sterling 


ing variety of mod- 


features modern ern religious gift 


styling, high relief. 
By Lumin Jewelry 
Co., 236 W. 55th St., 
New York 19, N. Y. 


items. In sterling, 
by the Webster Co., 
North Attleboro, 
Mass. 





Head of Christ pendant 
enjoys Protestant pop- 
ularity. This example 
is from Forstner, Inc., 
646 Nye Ave., Irving- 
ton 11, N. J. 


Mount of Olives is the 
source of olive wood 
beads and cross on this 
tosary by Muscatine 
Pearl Works, Musca- 
tine, lowa. 


St. Christopher Medal 
in 14 karat gold is en- 
circled with cultured 
pearls. By Newark 
Jewelry Co., 18-20 Co- 
lumbia St., Newark, 
N. J., it retails at $60, 
complete with chain. 
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A Miraculous Medal 


forms the center of 


this 14 karat yellow 
gold ring by Baden & 
Foss Co., 151 W. 46th 
St., New York. To re- 
tail at about $15. 


Four Way religious 


medal in sterling silver, 
complete with chain 
and box, retails at 
$3.25, tax included. By 
Irons & Russell Co., 14 


3rd St.. Providence. 


Crucifix by H. F. Bar- 
rows Co., North Attle- 
boro, Mass., is executed 
with lifelike detail in 
gold filled or sterling 
silver. Crosses with 
chains are made by the 
same firm. 


themes are associated with each month in the 
year, according to Catholic Church doctrine. 


January, Month of the Holy Name 
February, Month of the Hidden Life 
March, Month of St. Joseph 

April, Month of the Redeemer 

May, Month of the Blessed Mother 
June, Month of the Sacred Heart 

July, Month of the Precious Blood 
August, Month of the Blessed Sacrament 
September, Month of the Queen of Martyrs 
October, Month of the Holy Rosary 
November, Month of Holy Souls 
December, Month of the Holy Infancy 


Catholics, of course, are the greatest purchas- 
ers of religious jewelry. Every Catholic should 
own a rosary, and most Catholics purchase sev- 
eral religious medals for personal use during a 
lifetime. The more expensive medals and rosaries, 
in sterling and 14K gold and sometimes set with 
gems, are increasingly in demand as gifts at 
Easter, First Communion, Confirmation, gradua- 
tion, and Christmas, and as birthday gifts. 

Most popular Catholic Jewelry items are the 
Rosary, Miraculous Medal, and St. Christopher 
Medal. The latter appears as medal, charm, money 
clip, and watch fob and is also bought by many 
Protestants. 


Protestant and Jewish Favorites 

In Jewish sales, Star of David and Mezuzah 
pins and charms are favorites, and jewelers re- 
port that a line of sterling charms with “I am a 
Protestant,” “I am a Baptist,” etc., imprinted 
have sold very well to Protestants during the 
past year. Protestants are also buying an in- 
creasing number of plain gold crosses and charms 
and pendants bearing the head of Christ. 

One manufacturer remarked that his firm had 
had a line of Jewish jewelry for many years but 
had dropped it some years ago because sales were 
so low. However, on the basis of the trends ap- 
parent in 1959 he intends putting the line back 
into circulation this year. 

Several lay Catholics interviewed by JC-K 
squelched a misconception held, apparently, by 
those jewelers who make little or no attempt to 
promote religious lines. That is, the belief that 
Catholic churches commonly sell religious jewelry 
to their parishioners at prices below those of re- 
tail outlets. Priests do, occasionally, bring back 
quantities of religious jewelry—usually rosaries 
—from Rome, but though Catholic churches will, 
at a parishioner’s request, try to obtain a particu- 
lar medal, they most definitely are not in the busi- 
ness of selling religious jewelry on a year-round 
basis. 

If we may be permitted to draw conclusions 

(please turn to page 117) 
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Window display themes 


for sym bols o f ja ith 


@® DISPLAYS of religious jewelry items should 
have dignity, but they can be cheerful in color, 
original in arrangement and include attractive 
Although jewelers are the logical 
source for this merchandise (since it should be 


ACCeESSOTIES., 


made to the same exacting standards of other 
lewelry), it must be displayed appealingly to 
draw attention. 

During the approaching Lenten and Passover 
seasons, Why not devote an entire window to 
religious jewelry items of all kinds and all 














Christian and Hebrew symbols 
mounted against arched background 
panels draw attention to these group- 
ings. The panels and symbols can be 
cut from beaver board or masonite, 
covered with contrasting colors of 
fabric and placed on fabric-covered 
elevations on which the merchandise 
is arranged. Appropriate styles of 
candelabrum are used with each 





grouping and an arrangement of 
greens or flowering plants is placed 
in the center between the two group- 
ings. Velvet would be an appropriate 
fabric choice for covering the panels, 
but any rich-looking material could be 
used. The symbols might be covered 
with a contrasting color of the same 
fabric or with satin, silk or a metal- 
lic finish. 


faiths? It may be possible to borrow prints or 
paintings of appropriate subjects, a rare or 
beautiful Bible, church candlesticks or other 
religious accessories. Flowers and plants are al- 
Ways appropriate and beautiful. 

Use rich, colorful fabrics to cover backgrounds 
and elevations or as simple drapes. Include 
wrapped packages to stimulate the gift sugges- 
tion idea. If you show these items in their in- 
dividual packaging, try to keep similar boxes 
together in separate groupings, so that you do 
not get the effect of a hodge podge of many dif- 
ferent sizes ana colors of boxes. 

If you are unable to devote an entire window 
to religious items, but wish to include them with 
other merchandise, do make a separate grouping 
on an elevation or pad apart from the main dis- 
play, with an identifying copy card. 


Religious symbols as gifts especially 
for the Easter and Passover seasons 
are suggested in this display. Small 
egg-shaped plaques suspended on nar- 
row ribbons display a variety of 
crosses and medals on neck or bracelet 
chains. Additional merchandise 1s 
shown on the window floor. Small, 
gift-wrapped packages are arranged 
around the copy panel in the center 
of the window. A flower arrangement 
or flowering plant is shown near the 
copy panel. “No gift will be more 
cherished than a symbol of his or her 
religious faith executed in fine jew- 
elry’” could be the copy message. The 
little egg display pads should be cov- 
ered in fabric in real Easter egg 
colors with the same colors repeated 
in the ribbons. 





How jewelers ean 
build watch sales 


in todays market 


The author lists an 8-point program 


for jewelers’ readjustment to the 


challenge of low - priced timepieces 


“For a long time, 1 have debated with myself 
about writing this article,” Mr. Goldberger says. 
“TL am well aware that it may not be ‘good poli- 
tics. But watches have been such an important 
part of my life that I feel that I must honestly 
speak out.” JC-K serves as a jewelers’ forum; it 
believes that Mr. viewpoint, while 
merits prese ntation to all con- 


Ceri d.—The Editors. 


Goldberger’s 


controversial. 


® LETS BE FRANK about it—for the last few 
years the low prices of pin-lever watches, plus 
good styling and powerful, convincing advertising 
have made serious inroads in the quality watch 
market. You may not like to acknowledge this— 
but it is a fact! What to do about it? You’ll have 
to meet the situation intelligently if you intend to 
increase your share of the watch business. 

We have all solved similar merchandising prob- 
lems through the years. Then why have so many 
of us permitted the pin-lever situation to grow 
out of perspective? The plain, simple truth is that 
pin-levers are here to stay. Therefore, I feel that 
jewelers should have a selection of these watches 


/4 
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in stock. It is just good-common-business-sense 
to take advantage of pin-lever national advertis- 
ing and of the store-traffic created. Frankly, I 
would much rather see a jeweler make a limited 
profit from a pin-lever—and make a customer— 
than lose a sale! 

With proper creative selling techniques, some 
of this store-traffic can be converted into sales for 
quality jeweled-lever watches! I have heard so 
many comments on this subject from manufac- 
turers, retailers and wholesalers that I want to 
go on record— and hope that I can encourge some 
of us to “take our heads out of the sand.” 

Here are a few frequently heard remarks that 
I don’t agree with: 

“‘Let’s not talk about pin-lever watches because 
a lot of people who never thought about these 
watches would want to find out about them.” 

“Don’t advertise cheap watches because we will 


just be creating sales for drug stores.” 


“Our policy is not to feature pin-lever watches 
—even though the idea of using them to ‘trade- 
up’ is a very good one.” 

Perhaps I am from the 


“old school.’’ But I have 








seen many similar problems demoralize retailers 
and manufacturers in the past because they did 
not have the courage and leadership to face the 
problems squarely—and do something construc- 
tive about it. 

My experience in sales promotion and merchan- 
dising tells me that every disadvantage can be 
turned to an advantage through an intelligent 
approach, plus dramatization and excitement! 
After all, we have no other choice. We must 
acknowledge the place of relatively inexpensive 
watches, and at the same time manage to increase 
the sales of quality watches! The reason is ob- 
vious to every jeweler—cash or credit. The down- 
grading of quality jeweled-lever watches can “hit 
where it hurts most.” Jewelers must sell about 
10 pin-lever watches to equal the dollar profit on 
one fine watch! 

What has created this situation? Let’s explore 
several similar problems from the past. Through 
the years, I have seen attempts to have legislation 
control the growth of chain stores, supermarkets, 
and discount houses. This was wrong! Such out- 
lets are here to stay because these stores repre- 


Advertising layout at far left is planned to 
sell pin-lever watches now, for later trade-in 
towards purchase of better watches. The 
other layout is designed to ‘“‘sell away’’ from 
non-jeweler competition. 


hy Maurice M. Goldberger 
President, Gramercy Advertising Co. 


sent a merchandising need that is in keeping with 
our growing economy and changing pattern of 
distribution! We can no more control these outlets 
than we can prevent the increasing demand for 
smaller foreign cars in this country. Foreign cars 
fill a need for an economical “second car.” Pin- 
lever watches fill a need that many people have 
for an inexpensive “second watch.” But, instead 
of placing “cheap” watches in the position de- 
served, we have permitted them to become com- 
pletely out of perspective in our thinking. 

A major move to correct this misconception— 
at the consumer and trade levels—has been or- 
ganized by Bert Haase, head of the Jewelry In- 
dustry Council. He has obtained cooperation from 
most watch manufacturers and importers to com- 
plete a series of newspaper ads which will help 
solve many of the problems facing us. 

No doubt about it, pin-lever watch companies 
and their advertising have been very smart. But, 
jeweled-lever companies are equally smart. Then 
why have quality jeweled-lever watch sales de- 
clined? Very simply, because we have permitted 

(please turn to page 117) 
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Central aisle in main store of Friedlander & Son, Seattle. Diamond depart- 


ment accounts 


Can a prestige store attract middle income 
customers without losing the carriage trade? 
‘“‘Yes!’’ say these third-generation jewelers 
whose business increased many fold when 


they revamped their “‘store image”’ 


for half the sales volume. 


The firm has six branches. 


FROM AUSTERE 


Personalized ad- 
vertisements 
written by Jack 
Friedlander often 
start with the 
“Paul and ? 
theme. Paul 
Jack took 


mand in 1954. 


and 
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Jack Friedlander beams approval of an employee’s unhurried, personal 


service. Gift-wrapping is complimentary with purchases 


of 


over $10. 


IGNITY —TO FRIENDLY CHARM 


by Kileen Crimmiun 


® SOME BUSINESS MINDS continue to believe that 
carriage trade and middle income buyers are 
entirely different groups. 

If you cater to the desires of one you cannot 
supply the needs of the other. Or—even worse— 
if you stock merchandise priced to attract the 
middle income buyer you lose, through lowered 
prestige, the carriage trade. 

Friedlander & Sons, Inc., of Seattle, Wash., are 
the successfully operating repudiation of such 
outmoded thinking. 

In less than five years this store, formerly an 
undisputed bastion of prestige sales, altered its 
image of austere dignity to one of friendly charm 
vithout sacrificing its haute monde clientele or 
its reputation for stocking quality merchandise. 


That the change has been dramatic is evident 
from discussions and arguments that still rumble 
through Seattle business circles. 

“How could they risk their prestige reputation 
—so painstakingly built over half a century? And 
why?” are the questions most frequently asked. 

They—brothers Paul and Jack Friedlander— 
have the simplest of answers: 

“For many years we watched young couples 
look at wedding sets in our windows. Then they’d 
come to the door, peer inside a moment, turn 
away and go to some other jeweler to buy. 

“You expect a little of this type of customer 
scrutiny and rejection; but we felt we were get- 
ting too much of it. So we did something about 
ae 


( ple ase turn to page 110) 
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by David Gunderson 


Midget ads that sell integrity 


Every Tuesday and Thursday one of these 2” x 5” messages ap- 


pears on the women’s page or the food page. The cost is low 


and the sell is soft—but the result is highly effective 


® FAMILY-OWNED JEWELRY STORES of the old-line 
type avoid “noisy,” expensive promotions. Usu- 
ally they can’t afford them; and with such stores, 
it’s the confidence of the public and word-of- 
mouth recommendation which brings in the cus- 
tomers. 

Nevertheless, keeping your name and reputa- 
tion before the public is important, Cave’s Jewel- 
ers of Little Rock, Ark., believe. 

Early in 1958, they introduced a new plan for 
doing just this. They started inserting tiny, 2 in. 
x 5 in. ads in the newspaper. Each ad carried a 
small illustration, a lively title and a block of copy 
which chatted informally about the store, its mer- 
chandise, local happenings — anything timely. 
(See pictured examples. ) 

To the satisfaction of C. E. Cave, active head 
of the store, and his parents, Mr. and Mrs. 
Thomas M. Cave (semi-retired), the ads caught 
on. Little Rock (pop. 102,000) residents began 
to watch for the friendly midget messages. Cus- 
tomers complimented the Caves on their method 
of “spreading reliable information, interesting to 
everyone.” More and more strangers came into 
the store to inquire about merchandise that had 
been the subject of previous ads. 

“We can’t be sure how many sales have re- 
sulted from these ads,” says C. E. Cave, “because 
we don’t ask customers if they have seen them. 
It’s the experience of all merchants, we think, that 


people are reluctant to admit that they ever read 
a store’s advertising !”’ 

But Mr. Cave is convinced that the newsy bits 
“attract new business and help us keep old 
friends. At any rate, 1958 was a completely satis- 
factory year for us—despite the recession.” Rea- 
son enough for continuing the series indefinitely. 


“Quality” Emphasized 

Harry F. Barnes, retired advertising agent for 
Cave’s, authors the ads. Except for one original 
drawing of the store, illustrations have been se- 
lected from a newspaper mat service—for which 
there is no charge. Occasionally Mr. Barnes uses 
small mats sent in by a manufacturer. 

The quality which Cave’s sells is emphasized 
over and over. Always, just below the store’s 
signature, is the slogan: “A pleasant place to 
shop.”’ 

The ads appear on the same pages of the news- 
paper twice a week—Tuesdays and Thursdays; 
but not in the identical position. ‘That would 
add 25 per cent to our bill,’”’ Mr. Cave explains. 

On Tuesdays the ads are placed on the woman’s 
page and usually feature diamonds, jewelry or 
watches. 

“The Man Who Set a Fashion” reads one title, 
alongside a mat of a diamond ring. “Charlemagne, 
during his eventful reign, set a permanent fashion 
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is entitled “‘Behind the 
since, the mystic Scenes” and reads: ‘“‘When the lazy days of sum- 
mer retard social and other activities, they have 
the opposite effect on our Service Department 

Out-moded jewelry that has attracted sly, covert 


by wearing a huge diamond in a massive ring,” A summer “little ad” 


says the copy in part. “And ever 

gem has fired the imagination of all mankind 

The diamond has become a sort of woman’s birth- 

right Cave’s is nationally known for diamonds 

of unusual beauty and brilliance. Yet these finer, glances, is hurried in for restyling with Cave’s 

more exclusive gems cost no more . “i Originality and smartness . Watches that de- 
( please 


turn to page 123) 
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CAVE’S JEWELERS 
41% Main Street 


A Pleasant Place te Shop 


of Little Rock. 


Pe ~pi nte 


ef cressre and more jewelry 
and give each costume extra 
glamour by: switching the 
jeweled accessories. En route 
your appare! can have “that 
travel look”. with the add! 
tien of an eye-catching pin 
er broach, or slender chain 
and locket 


For church, cultured pear! 
necklace and matching ear 
sctews give elegant simpiici- 
ty te your travel frock. for 
tuncheon, your birthstone in 
neck chain and ring, or brace- 
let and pin. And for the nuht 
your -«fRowiest ear 
matching clipe and 
ring. There's distine- 
jewelry here for ali 
occasions, at home or away 
it's finer, it's exclusive. but 
it costs no more at Cave's. 
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Does your service counter 


e/ 


pack enough sales power 


¢ 


A stvle-right attachment makes the repaired watch look almost new. 


Besides bands, the service department has constant opportunity 


to create the sale of new watches through “loaners’ and trade-ins 


by William Scheibe / 


® THE WATCH REPAIR DEPARTMENT adds to its 
importance by generating sales of merchandise. 
Consider, for instance, the thousands of watch 
attachments it helps sell each year! 

When a customer presents a claim check for a 
watch, it takes only a few moments to detach one 
end of the old band or strap from the timepiece. 
In its place substitute a new attachment carefully 
selected to harmonize with the shape and style of 
the watch. An effort should be made to conceal 
the new band when the watch is brought to the 
customer. 

“Mr. Terhune,” you might say, “your watch is 
ready tor you. We've done everything necessary 
to make it perform as when new. Frankly, we're 
proud of our work. Now, if you would only include 
a stylish new band, your watch would even look 
like new. We’ve attached such a band to one end 
of your watch and allowed the old one to remain 
at the other end. Just see what a tremendous 
difference the new band makes and it costs 
only $7.95.” 

A little extra effort may be necessary to sell 
the band, but these few minutes can pay off in 
profits. If the customer refuses to buy the new 
band, it can be removed quickly and the loose 
end of the old attachment put back onto the 
watch. 

When the customer shows interest but is unable 
to buy because of a temporary money shortage, 
the sale may be closed on a deferred payment 
plan, on a charge account basis or on other credit 
terms. Just fill out a regular sales slip, indicate 
the payment plan agreed upon, and have the cus- 
tomer sign to acknowledge receipt of the unpaid 
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merchandise. Tactful salesmanship can sell watch 
hands to many customers through an approach 
like this. 

At this point, it is well to stress the advisability 
of displaying a good assortment of watch attach- 
ments near the repair desk, even though a com- 
plete show case may be devoted to them elsewhere 
in the store. This is one item where duplication of 
display is warranted! 

It is even possible to sell new watches to repair 
department customers. As previously mentioned, 
such sales often result through the use of self- 
winding “loaners.” The customer becomes so 
satisfied with the comfort and convenience of an 
automatic that a sale is created. 


Suggesting a Trade-In 

Then there is the old trade-in idea. Nearly 
every man, woman and child is acquainted with 
the principle, thanks to the tremendous advertis- 
ing it receives from the automobile industrv. 
Trade-in helps to sell several million cars each 
year. It is similarly responsible for the sale of 
thousands of watches in stores where an effort is 
made to get this type of business. It is easy 
enough to handle if these simple steps are fol- 
lowed: 

When a watch is obviously old and not worth 
the expense of putting into good running order, 
the jeweler suggests a trade-in. ““Mr. Terhune,” 
he says, “your watch has seen better days. Unless 
you value it for sentimental reasons, it is really 
not worth the money it will cost you to put it in 
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The 
CONTINENTAL 
SHRIES 


by Flex-Let 


Exciting as the Spanish gold that inspired their creation, these opulent 
Flex-Let watchbands are the most elegant fashion mews of the season. 
Their designs are based on traditional Inca and Aztec 

motifs that were engraved upon golden platters, temple idols and 
offerings centuries before the Spaniards looted the New World. 


Each watchband is a fabulous fashion creation that 
instantly transforms the appearance of even an old watch into a richly 
Ornamental ptece of jewelry. This means many extra sales for you. 


To sell the CONTINENTAL series you have only to display 
it in its blazing beauty. 


JUANITA 0635 (center catch) RETAIL $14.95 ti, 
Keystone $11.80 Yellow or white 

Available with expansion center (#0636) RETAIL $12.95 t1., 
Keystone S9.80 Yellow or white 

SABRINA 0633 (center catch) RETAIL $14.95 ti. 
Keystone $11.80 Yellow or white 

GIGI 0631 (center catch) RETAIL $14.95 ti, 
Keystone $11.80 Yellow or white 

Available with T-ends (Mam’selle ) #40630 
COQUETTE 0632 (expansion) RETAIL $12.95 ti., 
Keystone $9.80 Yellow or white 

LUCIA 0634 (expansion) RETAIL $12.95 ti, 
Keystone $9.80 Yellow or white 


FLEX-LET CORPORATION 580 Fifth Ave., New York, New York 
in Canada: Flex-Let 0f Canada 830 George St. Sherbrooke, Quebec 





FLEX-LET'S WORLD "FASHION 


GOLDEN 
TREASURE 


WATCHBANDS FOR WOMEN 
by Flex-Let 


The fabled wealth of India’s Maharajas, inspired Flex-Let 

to design an outstanding series of watchbands 

for women of today. From the ancient, but ageless and eternally 
beautiful treasures, tapestries and embroideries of this 
storybook land, Flex-Let designers have captured the look 

of India in all its mysterious beauty. 


Outstanding watchband designs mean more sales. Shown 
are some of Flex-Let’s strikingly lovely models. 


Flex-Let’s famous mark-up means extra profits for you! 


LADIES’ SIZE-O-MATIC WATCHBANDS 


Fiex-Let's famous Size-o-matic construction gives you 
the fastest, strongest, self-sizing watchband ever made. 


SPLENDOUR 0804 RETAIL $7.95 ti., Keystone $5.60 Telescopic with black inserts Size-o-matic* 
ARABESQUE 0811 RETAIL $9.95 ti., Keystsone plus $5.80 Florentine Finish Size-o-matic* 
SYMPHONY 0654 RETAIL $10.95 ci., Keystone $8.40 Mesh with expansion center* 

MOONGLOW 0617 RETAIL $11.95 ci., Keystone $9.30 Rhinestone with mesh* 
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STARLITE 0806 RETAIL $5.95 ti., Keystome $4.60 Size-o-matic* 

BOLERO 0741 RETAIL $6.95 ti, Keystone $5.30 Size-o-matic* 
NOCTURNE 0810 RETAIL$7.95 ti., Keystoneé$5.60 Size-o-matie® 

RHUMBA 0703 RETAIL$7.95ti., Keystone %§ Size-0-Matie* ie a 
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GOLDEN 
TREASURE 


WATCHBANDS FOR MEN 


by Flex-Let 


% oe 


Bold as the brigands who terrorized the entire Mediterranean from 
their secret Cyprian coves, Flex-Let’s new GOLDEN TREASURE 


watchbands for men hoist a new standard in male fashion. 
Every design in this swashbuckling new series 

is a modern treasure that will create new and valuable customers: 
inspire more and more impulse Sales at your counter! 


GOLDEN TREASURE WATCHBANDS FOR MEN, 
TRULY TREASURES OF STYLE! 


VANGUARD 0124 RETAIL $8.95 tc... Keystone $6.60 


Yellow only . 


OLYMPIC 0115 RETAIL $9.95 ti, Keystone Plus $5.90 


Yellow only, 


REGENT 0509 RETAIL $10.95 ci. Keystone $7.00 
Yellow and white 


DOMINO 0581 RETAIL $10.95 t.i., Keystone $7.80 


Yellow or white* 


FALCON 0183 RETAIL $12.95 ti, Keystone $9.30 
Yellow or white’ 


MEN’S SIZE-O-MATIC WATCHBANDS 
Flex-Let's famous Size-o-matic construction git. P, 
the fastest, strongest, sel{-sizinz watchhand ever nia 


All men's bands are made with interchangeable end 


*1/20 10K Gold Friled 


FLEX-LET CORPORATION 580 Fitth Ave.. New. York, New York 
tn Canada: Piex-Let of Canada 830 George $1. Sherbrovke, Quebec 
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Regal watchbands by Flex-Let are designed in the great Scotch 
tradition that it’s smart to be thrifty. Style takes the high road, but price 
takes the low road! With Regal, Flex-Let meets the demand 

for a good watchband at a price far below comparable merchandise. 
Remember, Regal, by Flex-Let, is the only quality low-priced 

line you can depend upon! 


O909T KETAIL $2.95, no tax. Keystone $2.50 
Expansion § Stainless Steel Also available in Yellow*, #0909, 
RETAIL $3.95 ti, Keystone $3.40 


0970 RETAIL $3.95 1... Keystone $2.90 Telescopic Yellow and white 
0971 RETAIL $3.95 ti., Keystone $3.40 Expansion Yellow only 

0905 RETAIL $3.95 ti, Keystone $3.40 Expansion Yellow onl, 

0907 RETAIL $4.95 ti.. Keystone $4.00 Yellow only’ 
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*1{/20 10K Gold Fitied 


FLEX-LET CORPORATION 580 Fifth Ave., New York, New York 





MEN’S JEWELRY 


FASHIONS by Flex-Let 


Flex-Let's superb new series of men’s jewelry has been designed in the classic 
Greek tradition; a tradition rich in architecture, resplendent in sculpture 

and treasures of art that are still unmatched in modern times. You will see 
the clean flowing lines of Doric columns, the symmetry 

and tasteful simplicity of Grecian design reflected in these handsome pieces. 


Flex-Let's men’s jewelry will create impulse sales for you. 
Beautifully gift packaged, of course! 


Remember, there is more selling power in the 
Flex-Let line of men’s jewelry because it is crafted, priced and 
packaged to bring you the Keystone PLUS profits you need! 


6315 RETAIL $3.95 plus tax. 
Keystone $3.60 
6415 RETAIL $4.95 plus tax. 
Kevstone $3.90 
6529 RETAIL $5.95 plus tax. 
Keystone $4.60 
6616 RETAIL $6.95 plus tax. 
Keystone $5.30 
6282 RETAIL $10.00 plus tax. Keystone $8.50 
Plain Oval. 14K Gold Overlay. 
6048 RETAIL $10.95 plus tax. Keystone $8.50 
Sterling Silver. Satin Finish. 
6286 RETAIL $12.95 plus tax. Keystone $11.50 
Engine Turned Star. 14K Gold Overlay 
6291 RETAIL $15.00 plus tax. Keystone $14.20 
Engraved. 14K Gold Overlay 
6082 RETAIL $16.50 plus tax. Keystone $11.00 
Sterling Silver with Culaired Pear! 
FLL YOUR OWN | | 6288 RETAIL $16.95 plus tax. Keystone $15.00 
RAND WITH , 14K Gold Overlay 
PRIDE . | » 
You can sell Fiex- _—— 
Let's men's jewelry MINI-CLIPS BY ik 
under your own pri- FLEX-LEI 
vate label. More Six styles, available f 
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ALLURE 


by Flex-Let 


Allure is the graceful swaying of a grass 

skirt, the soft sound of the sea in shells, 

the bend of 4 palm against enchanted skies. 
ALLURE is also the exotic and ultra-feminine new 
jewelry created by Flex-Let designers under the spell 
of the islands. 


The pearls and corals that accent the gold of ALLURE bracelets 
are Native to tropic shores; the finely wrought miniatures and 
graceful necklaces dainty as the tiny petals of Island orchids. 


4115 Single Pearl Drop. RETAIL 82.95 plus tax. Keystone $2.70 
Available in Sterling #4116 

4113 Flower Pearl. RETAIL $3.95 plus tax. 
Keystone $3.20 Available in Sterling #4114 

4117 Three Drop Pearls. RETAIL $3.95 plus tax. 
Keystone $3.20 Available in Sterling #4118 

4101 Floating Opal. RETAIL $3.95 plus tax. 
Keystone $3.20 Available in Sterling #4102 

4501 Engraved Oval Link.* RETAIL $10.95 

plus tax. Keystone $9.80 

4511 Hand-made Round Link.* RETAIL $12.95 
plus tax. Keystone $11.20 

4508 Engraved Link.* RETAIL $14.95 plus tax. 
Keystone $12.80 


Bea util tu i / } 
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$353 Chalcedony Teardrop, Aurora Borealis Chain 
RETAIL $16.95 plus tax. Keystone $13.60 
4355 Rock Crystal ¢ reole, Aurora Borealis Chain.’ 
RETAIL 816.95 plus tax. Keystone $13.60 
4359 Genuine Cultured Pearl Drop, Aurora Borealis Chain.* 
RETAIL $16.95 plus tax. Keystone $14.60 
$351 Rock Crystal Teardrop, Aurora Borealis Chaim* 
RETAIL $16.95 plus tax. Keystone $13.60 


#$/20 10K Gold Filled 


FLEX-LEE, CORPORATION SSO Fifth Ave. New York, New York 
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CROSSES and 


RELIGIOUS MEDALS 
by Flex-Let 


Flex-Let’s special line of crosses and medals reflect “the grandeur that 
was Rome”... eternal city where some of the world’s 

greatest cathedrals are built over pagan ruins. The great art of 

the Italian Renaissance, essentially religious in 

derivation, has made Rome a unique custodian of the 

world’s great religious treasures. 


Every Flex-Let cross and medal carries Flex-Let’s famous mark-up. 


1602 14K Gold Cross. Yellow. RETAIL $10.00 plus tax. Keystone $ 8.00 
1605 Cross with Diamond. White. RETAIL $14.50 plus tax. Keystone $11.50 
166Z Yellow with Crucihx. RETAIL $11.95 plus tax. Keystone § 9.70 

1022 Orthodox. 12K Gold Filled. RETAIL § 3.95 plus tax. Keystone S$ 3.20 
1008 12K Gold Filled. RETAILS 4.95 plus tax. Keystone § 4.20 

1803 Sterling. RETAILS 4.95 plus tax. Keystone $ 4.90 

1101 12K Gold Filled. RETAILS 5.95 plus tax. Keystone § 4.50 

1205 12K Gold Filled. RETAILS 6.95 plus tax. Keystone $ 5.60 

1562 Sterling with baguettes. RETAILS 7.95 plus tax. Keystone § 5.20 


Yreriv 


1701 SCAPL LAR REI, Keystone $3.20 

1703 MirRacuLtous RETAIL S3 Keystone $3.60 

1705) ST. CHRISTOPHER RETAIL Keystone $3.60 
1707 St. CHRISTOPHER RETAIL Keystone $4.50 
1708 MiracuLtous RETAIL Kevstone $5.40 

1711 Four Way RETAIL Keystone $5.00 

1718 MIRACULOUS SLIDE RETAIL Keystone $5.40 














FLEX-LET CORPORATION 580 Fifth Ave., New York, N. Y. 





FREE GIFT OFFER Just send in the coupon below and you will receive a free gift 
from Flex-Let entirely without obligation. Simply fill in this coupon and mail today. 
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READY SOON: A Reprint of the ‘‘Repair Profits’ Series 


This concludes an eight-part series of articles of immediate, practical 
value to every jewelry store which has a service department, or con- 
templates opening one. Soon the entire study will be reprinted in 
attractive booklet form, for reference use. If you would like a copy 
of ‘How to Make More Profits from Your Repair Department,”’ drop 
us a line. Address JC-K, 56th and Chestnut Sts., Philadelphia 39, Pa. 


The price will be $1.50. 


William Scheibel 


SERVICE COUNTER SALES POWER 

(continued from page 80) 

proper running order. Even if you decide to go 
ahead with the job...and at this moment I can’t 
tell you how much it will cost... you'll still have 
an old watch apt to give you trouble from time to 
time. . 

“If I were you, Mr. 
money by applying it to the purchase of a new, 
up-to-date timepiece that will not only look well 
on your wrist but will give you many years of 
dependable service. We'll make it easy for you to 
own such a watch. We'll take your old watch in 
trade, just as you trade-in your old car for a new 
one; and with the allowance you'll get and the 
money you'll save in repair charges, a new watch 
will cost you less than you think.” 

(Please note how the jeweler stresses the 
“and with the allowance you'll get and 
the money youll save im re pair charges, a new 


watch will cost you less than you think.” The 


Terhune. I’d save this 


W rds a 


“vou'll get” and “you'll save’ are important 
psychologically. ) 

“Just let me see what your watch actually 
needs,”’ the jeweler continues, examining the case 
to determine its quality. If karat gold, the allow- 
ance can be a little more liberal; if gold filled, 
gold plate or stainless steel, the allowance cannot 
be as high. He also looks over the movement to 
determine cost of repairs and replacement of 
parts needed. 

“Your watch needs a complete overhauling. The 
movement is dirty; the oil is thick and gummy. 
The dial is tarnished and should be refinished. 
To do this properly, in accordance with our stand- 
ard of guaranteed quality, the work will cost 
$12.50. And, as I said before, you'll still have an 
old watch likely to kick-up almost any time. So, 
here is what we’ll do for you; select any 17-jewel 
watch you like. We will allow you $10 for the old 
watch. Pay us now the $12.50 you save on repairs, 
and your new watch will be nearly half paid for. 
If you like, you can pay the balance in 30, 60 or 
90 days, to suit yourself.” 


The customer is shown assortments of watches 
in price brackets against which the $10 trade-in- 
allowance can be assumed without too much ‘hurt.’ 
If the old watch has a gold case, the metal may 
be worth a couple of dollars, which will help re- 
duce the amount actually allowed. If the old case 
is worthless, the allowance may have to be cut to 
$7.50. The important things to remember are: a 
new watch is to be sold, inventory will be reduced, 
and easily replaceable merchandise will be turned 
into cash. 


Repair Department Overhead 

Jewelers often burden their watch repair de- 
partments with charges or debits that rightfully 
belong to other parts of their overhead, and then 
they cry that the repair department is not making 
the money it should. Such a claim is unfair, as 
will be seen in a moment or two. 

For example, when watchmakers are employed 
on a straight salary basis, it is not proper to 
charge their entire expense to repair department 
overhead if they are also required to do tasks for 
other departments in the store. How much time 
does such a watchmaker spend selling watches, 
attachments, etc? Shouldn’t that time be charged 
against sales and not watch repair? 

How many minutes or hours each week does a 
watchmaker devote to such things as filing down 
attachment ends, cementing loose crystals, regu- 
lating recently sold watches, and putting on safety 
chains? In an efficiently operated establishment, 
such time should be charged to general service 
sales or even to general repairs but definitely not 
to the watch repair department. To load it with 
these charges is just as unfair as it would be to 
charge the cost of the jeweler’s food and clothing 
expenses to the business he runs. 


It may not always be feasible to break down a 
watchmaker’s time to the extent suggested above 
or to determine how many hours each week are 
spent on duties other than actual watch repairing. 


( please turn to page 115) 
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Do-It- Yourself 
Diamond Mining 


Letting tourists prospect at $1.50 a day is the most 


profitable way to operate America’s only diamond mine 


By Frederick H. Pough, Ph. D. 


® NOTHING WOULD BE MORE PLEASANT for the 
owners of the diamond deposit two miles south 
of Murfreesboro, Pike County, Ark., than to have 
one of their $1.50 customers take home a $5000 
diamond. The local diamond merchants like it 
too, so it’s a happy occasion for all concerned. 
The finder has a problem though, for he, or she, 
has to scrape up 25 per cent of the appraised 
value over five carats to give to the owners if 
he or she wants to keep the diamond for a 
souvenir. 

There are many false rumors and fanciful tales 
about the United States’ only real diamond mine. 
Every now and then someone revives the myth 
that “foreign” pressures are all that prevent the 
mining of diamonds in Arkansas, and that selfish 


Visitors comb the ‘‘crater’’ near 
spot where a big stone was found. 


interests keep the mine closed. The actual truth 
is that the mining of tourist pocketbooks is the 
only profitable extraction that has taken place in 
Pike County mining since its mercury mines 
closed some 20 years ago—because they didn’t 
pay off in mercury, either. 

The present arrangement is educational, profit- 
able enough, and rewards a lot of people with 
light outdoor exercise and amusement, at the 
modest cost of a temporarily stiff neck and a 
dollar and a half. The fee entitles one to spend 
as much of a day as one wishes in the Crater of 
Diamonds (the stiff neck is free). Chances of 
leaving with a more tangible reward vary, de- 
pending on how long ago it rained, how recently 
the area has been bulldozed or plowed over, how 
many people have trod the same ground, and how 
good your eyesight is. As with haystack needle- 
hunting, it takes a special knack to spot the shine 
of a diamond. Some care is exercised to prevent 
confusing contamination of the deposit with 
broken glass, but calcite and an occasional bit 
of quartz are there naturally. A St. Louisan is 
said to come often and seldom leave without 
something. If so, he’s not exactly average; sev- 
eral years ago one diamond was found per 125 
visitors, and an average find was .65 ct. 

Whenever a visitor finds a stone large enough 
to warrant publicity, the daily turnout increases 
appreciably. This explains the satisfaction of the 
proprietors at seeing a stranger depart with a 
$5000 return on a $1.50 investment. On a good 
day in summer one may see a dozen, or a hun- 
dred, visitors trudging slowly about with their 


Howard Millar’s ‘‘crater’’ is in part of 
Prairie Creek pipe in central Arkansas. 


JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1960 





GEM-STYLED DISPLAY PIECE 


the famous phrase that sells your diamonds 


in a jewel-like setting for your windows, showcases, counters 


For engagement diamond sales ...for diamond gift sales... the phrase, 
‘a diamond is forever,” helps to set this gem apart. Appearing 
importantly in the national diamond advertising, it helps create desire 


for the diamond as the one, the eternal symbol of love. 


This new display piece is designed to put this phrase to work for 


you ...in your windows and showcases, on your counters. 


It’s handsomely gem-styled in diamond-clear acrylic ... just 64” wide, 
142” high, 174” deep. It will fit beautifully into any diamond 
display, look attractive anywhere in your store, work for you all year ‘round. 


And it helps you tie in for sales with the national diamond promotion. 


Cost is $4 each. or three for S10 (mailing costs included ). 
Order from the Diamond Promotion Department, the Reuben H. Donnelley 
Corp., 230 East Sandford Blvd., Mount Vernon, N. Y. Please enclose 


check or money order. If your store is in New York City, add 3%¢ sales tax. 


Tie in with the national diamond promotion... keep diamond sales coming your way. 


De Beers Consolidated Mines, Ltd. 





heads bowed, their stares fixed on the ground. A 
bad day weatherwise might be an extra good day 
businesswise, for visitors know that the rain may 
expose a crystal that has been lying patiently, 
just under the surface, passed over for weeks. 
Finds do fluctuate with the weather, picking up 
after each rainstorm and declining week after 
week through the summer droughts. 


History of Arkansas Diamonds 

The pipe was found to be diamond-bearing in 
1906, but long before that it had been suspected 
of containing diamonds. The peridotite forma- 
tion had been geologically investigated in 1889 
but the relationship between peridotite pipes and 
diamonds was not recognized until the African 
mines had penetrated into the blue ground, whose 
apparently bottomless nature gave the clue to the 
source of the diamonds. A recognition of the vol- 
canic origin of the pipes, and the identification 
of the Arkansas and African relationship led, 
naturally, to a search for diamonds in Arkansas. 
The quest was unsuccessful until John W. Hud- 
dleston, prospector-farmer who owned land in 
one of the deposits, took a few shiny pebbles to 
an expert who identified them and then sent them 
to Dr. George F. Kunz at Tiffany’s for confirma- 
tion. There are several other pipes in the region 
that have produced little or nothing in the dia- 
mond line. Only the one known as Prairie Creek 
has looked promising. 

The history of the Murfreesboro pipe can be 
described as litigious. When the discovery was 
confirmed, Mr. Huddleston promptly sold his 
property to some local people for $36,000, a 
large sum in those days. An attempt was made to 
mine the stones but the amateurs were unsuccess- 
ful and soon gave up. A part of the land was 
bought by Austin Q. Millar, who finally got to- 
gether the money for a treatment plant. This 
burned a few days after it was completed, and 
interest in the deposit gradually declined because 
titles became more and more complicated as the 
original owners and investors died. 

During tne war, the Bureau of Mines made a 
survey and sampled the deposit, recovering some 
532 stones. The latest serious work was under- 
taken in 1948 by Glenn L. Martin; but only 246 
carats of diamonds were said to have been found 
and these were sold for less than $1000. In 1950, 
the American Diamond Mining Corp. projected 
a development of some 20 of the pipe’s 75 acres 
of outcrop, but nothing constructive resulted. 
The only fresh exposures to be seen now are in 
the relatively small tract maintained by Mr. 
Howard Millar, the son of Austin Q., for the 
searchers in his Crater of Diamonds. 

The exposure of the pipe covers a large, sparse- 
ly vegetated area, surrounded by low wosded 
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hills. The thin soil and sparse shrubs indicate 
that the weathering of blue ground does not pro- 
duce very fertile soil. It was this, of course, that 
called attention to the deposit in the first place. 


The “Hunting” Region 

A wire fence limits the “hunting’’ region to a 
cleared tract near Mr. Millar’s buildings. There 
is a parking lot for a great many cars; a build- 
ing which houses a little museum as well as re- 
freshment and souvenir counters; and the all- 
important office in which the proprietors examine, 
and sometimes confirm, the “diamond” finds. A 
picnic grove lies between the parking lot and the 
“crater,” a hundred yards or so away. 

Visitors may use any searching system they 
like; they may even dig with picks and shovels. 
Wisely, most stick to a careful examination of 
the surface of the ground in hopes of discover- 
ing an adamantine sparkle from a diamond 


, 


crystal. 

Most of the finds are under a carat. Every now 
and then, however, something larger shows up. 
The most noteworthy find of recent years was 
the flat 15.3l-carat crystal found in 1956 by a 
Dallas housewife. It was cut into a thin 8.27 
carat marquise of good color by the firm of 
Schenk and Van Haelen, who have cut most of 
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Reminder of past hope: What’s left of a washing 
plant which operated years ago at Prairie Creek. 


the Arkansas stones. The largest Arkansas dia- 
mond is the Uncle Sam, an emerald-cut stone of 
some 14.24 carats. It was cut from a badly shaped 
piece of rough weighing 40.23 carats and is said 
to be slightly pinkish. Fancy hues are common 
in Arkansas stones, with yellows and browns most 
frequent. Harvard has a very fine yellow uncut 
crystal in its collection that came from Dr. 
Kunz’s estate. 

The Arkansas yield contains an unusually high 
percentage of gem and good industrial quality 
stones. The bort percentage is very low. The high 
average quality would make up, in part, for the 

(please turn to page 116) 





Do your customers understand 


diamond “points”? 


A 46-point diamond may be better propor- 


tioned than one weighing an even half-carat 


(, aays 


@ THE CONSUMER’S ASSURANCE of his own ability 
to buy a product intelligently can come through 
a knowledge of that product. The ‘fear block” 
can be lessened or dissipated. With diamonds, con- 
sumer confidence can be developed by the jeweler 
who imparts information clearly and understand- 
ably. 

You may raise an eyebrow and wonder how 
you can give a customer enough information so 
that he can make a wise selection unaided. The 
You cannot make him 
a connoisseur in this complicated field. As an 
expert on diamonds, you know it is impossible in 
one casual over-the-counter visit to give him the 
knowledge and judgment it has taken you most 
of your adult years to acquire. What you can do 
is give enough basic information so he will recog- 
Encour- 


answer is that you can’t. 


nize you as the expert and rely on you. 
age him to ask questions. Every one you answer 
with patience and understanding builds your 
stature in his eyes—and builds his confidence in 
you. 

Misinformation or just plain lack of knowledge 
can have a industrywide effect. With 
diamonds, a case in point is weight. To you this 
is a very simple thing. Most people are familiar 
with the word carat. Many know it is weight. 


serious 


Rahs 


dil 


; 


but a surprising number, however, have no un- 
derstanding of points. Because of their familiari- 
ty with the word carat, they are likely to ask for 
a carat, a half- or a quarter-carat. Even when 
points are mentioned, stones that weigh 98, 48, 
or 24 points somehow fail to measure up. The 
purchaser feels that these are “short weight.” 

At one of my lectures recently, a woman spoke 
rather regretfully about a diamond she was wear- 
ing. “This was supposed to be a carat,” she said, 
“but I had it reset recently. When the jeweler 
took it out of the old ring, he weighed it and said 
it was only 99 points.” 

[ am sure the word 
We just don’t 
points would be a carat size. 

| asked her, “If you had 
change purse, would you say you had 99 cents 


. 


‘only’ was her’s, not the 


think that way—99 


jeweler’s. 


99 cents in your 


or a dollar in change?” 

After a startled moment, she ‘“guessed’’ she 
I told her that, in the trade, 
“carat size” 


would say a dollar. 
we would refer to her diamond as a 
(which I heard her quote later) ; the human eye 
could not detect the difference between 99 points 
and a carat. I also explained that nature made 
diamonds in all sizes and shapes and that a good 
109) 
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Krom coast to coast...the fast-moving Wed-Lok diamond ring 
line is in the forefront. ‘These famed Granat tempered® rings 


are beautiful to show, easy to demonstrate, more rewarding to 


sell, because they build prestige as well as profits. Everywhere. 
more and more brides want a locking engagement and wedding 
ring ensemble, and Wed-Lok is the locking ensemble they want. 


»>>> 
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®@* 
Cd = fe. rings will not do this! No separating, no 


twisting out of position, no rotating or pivoting, no rubbing 
or friction between the two rings to cause “wear.” Wed-Lok 
diamond ensembles are ever-together in proper alignment ! 





Ctl = (La double lock, a valuable advantage! The 


two rings “click” together, locked at two places, assuring 
double protection. No tools or gadgets are needed. The 
Granat patented double-gripping lock is easy and efficient. 





@* 
bid s lifetime guarantee, a valuable advantage! 
The durability and proper operation of the lock in each 
Wed-Lok ensemble is guaranteed by Granat for the lifetime 
of Granat tempered® rings. Sell Wed-Lok with confidence. 








} . 
ttl = fe. dealer mats, a valuable advantage! 


Granat offers the largest selection of fine newspaper mats. 
D 

There are over one hundred mats to choose from at all times. 

plus timely new advertising mats regularly, at no charge. 





®* 
Ctl = fe. styling is unlimited, a valuable advan- 


tage! There are no restrictions as to types of styles. Tai- 
lored to elaborate — beautiful designs notable for their 





artistry of detail—narrow, medium, wide styles—there 
are variations to meet all of your needs in the fast-moving 
Wed-Lok line. Priced from $100 retail for the ensemble. 
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KEN-AGE HELP 


—_how to hire and train 


This article is based upon interviews with a num- 
ber of East Coast jewelers who have employed 
teenagers on a part-time basis. Its findings are of 
particular importance to shopping-center jewelers 


whose stores have eve ning hours. 
By BEss RITTER 


@ JEWELERS are increasingly aware that defi- 
nite advantages can accrue from hiring a person- 
able, competent teenager for part-time work. 

Presence in a jewelry store of a popular high 
school girl can be a great asset in breaking down 
the threshold resistance of other teenagers. 

And a courteous youngster behind the counter 
also has considerable appeal for those adults who 
tend to expect something less than optimum good 
behavior from all persons under 20 except their 
own offspring. The element of pleasant surprise 
works well here! 

The part-time teenage employee has a further 
recommendation in that her free time coincides 
with what are, for many jewelers, their busiest 
hours. And the teenager’s willingness to work on 
Saturdays is in marked contrast to the average 
adult employee’s insistence on “free” Saturdays. 

Assuming that you are convinced a part-time 
teenager could be a “gem of great value” in your 
operation, how should you go about hiring one? 

3efore interviewing a single under-twenty, you 
must first decide exactly what you want of your 
part-time helper. In other words, you must de- 
termine what the job is to be, then find the right 
person to fit the job. 

Will she sell costume jewelry, giftwares, or 
what? Are dusting or silver-polishing an essential 
part of the routine? Do you need a flexible person 
able to shift from task to task at a moment’s 
notice? These things should be determined in ad- 
vance, because the nature of the job dictates the 
type of young person you will wish to employ. 

Next, you should set up a tentative schedule for 
the employee—Monday afternoon devoted to ad- 
dressing direct-mail, Tuesday evening decorating 
a costume jewelry window, etc. 

With the overall nature of the job and a rudi- 


mentary schedule in mind, you now know roughly 
what sort of teenager will best fit into your rou- 
tine and will be able to launch her on a training 
period with no “‘do nothing” gaps. 

Having disposed of the “who” and the “what,” 
you are in position to tackle the “‘where.”’ Recom- 
mended sources of teenage employees are the 
placement bureaus of high schools and the local 
YWCA, and your newspapers’ want ads. 

Not usually recommended are daughters of cus- 
tomers. Should they be unsatisfactory and have 
to be fired, you risk losing not only their parents’ 
trade but the trade of their parents’ friends as 
well. 

Obviously, if you fire any employee, you risk 
losing the trade of her friends and relations. But 
if you find it necessary to fire a teenager hired 
through an agency there is this difference: Your 
reasons for dismissal will be discussed with the 
teenager by the agency when she seeks new em- 
ployment, and the agency, as a third party, is 
better able to make your action clear and justi- 
fiable. 

Assured of this kind of follow-up, many Jewel- 
ers prefer to select their teenage help through 
high school placement bureaus. 

Once hired, your teenage employee must be 
thoroughly trained, and the training period makes 
certain demands on yourself as her guide on an 
unfamiliar path. 

Be tolerant; expect and discount the bloopers 
she is bound to make in the early stages because 
of nervousness and uncertainty. 

Supervise her closely until you’re sure she can 
manage on her own, but supervise, don’t actually 
do her work for her. 

Once she is on her own, make routine checks of 
her work, reemphasizing important details, point- 
ing out short cuts when she is ready for them and 
encouraging her to think up short cuts of her own 
which she can apply after first checking with you. 

Earn her confidence and respect. Teenagers 
readily respond to appeals for teamwork, loyalty 
and high standards if they like their employer. 
Though it may be easier to gain obedience 
through fear, fear slows down the learning proc- 
(please turn to page 114) 
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Check the extra values of dealing with Baumgold. You will discover that Baumgold’s uncom- 
promising policy of selling only to the trade makes possible better service, a closer, friendlier 
relationship and greater value for your customers. Check this too: the greater brilliance, more 
compelling fire in the famous Baumgold Circle of Light Diamond and Jager Blue Diamond. 
Check Baumgold. . .your prime resource 
for diamonds of greater quality! 
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1960 


A Year of Appraisal 
for Credit Jewelry Business 


® TO BE ADEQUATELY FOREWARNED has been said 
to be equivalent to being well and sufficiently 
armed. Whether or not the credit jewelry busi- 
ness has read aright the storm signals on im- 
pending, and rapidly developing, changes in the 
use of consumer credit, the jewelry trade will 
have to ascertain for itself. And it may be later 
than many think. 

Here and there, department stores and spe- 
cialty shops have heard, and have undertaken 
to translate into action, the muffled drumbeats 
that warn of fierce competition for consumers’ 
promise-to-pay dollars. Obviously credit jewelers 
have paid attention to these meaningful signs 
only in isolated cases. 

Department stores and specialty shops have 
made changes, some of them far-reaching, in 
their methods of extending consumer credit. 
How effective these innovations may prove in 
meeting the aggressive competition of money- 
lending agencies that are pushing for more and 
bigger loans to consumers cannot be determined 
at this time, with any degree of certainty. Credit 
jewelers’ sitting on the lid, whether from inde- 
cision or choice, may have its advantages. 


Optional Charge Accounts 


Rather than rely on more or less accepted 
credit-selling methods, some department stores 
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By William Wagner 
JC-K Installment Credit Consultant 


and specialty shops, and also a number of banks, 
have ventured into an unexplored field, usually 
inaccurately described and misnamed “Optional 
Credit,” “Optional Charge Account,” and “‘All- 
inclusive Charge Account.” This development in 
making the use of money obsolete in acquiring 
what is wanted and needed hardly can be con- 
sidered fully emerged from the legalistic jungle. 
Nevertheless, there are hardy pioneers in the mer- 
chandising field who are urging consumers to 
open “charge accounts,” and they actually mean 
that the debtor may use the whole kit and ¢a- 
boodle of credit-selling innovations. 

Advocates of the adoption of “all-inclusive” 
credit methods list among the advantages to be 
gained: (1) less confusion of customers than 
results from the use of two or more kinds of con- 
sumer credit; (2) less record keeping for stores, 
and, therefore, substantial savings in credit de- 
partments, and (3) more and better up-to-the- 
minute information on the accounts of credit 
customers. 

Simplified to an extreme, and also divorced 
from complications that are almost sure to de- 
velop, it has been said that “optional credit” 
means “‘charge account” with a lot of etceteras. 
One of these etceteras is that if and when a 
customer defaults in a payment, the charge ac- 


(please turn to page 113) 
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How-to-do-it for Gem Cutters 
GEMCRAFT—HOW TO CUT AND POLISH GEM- 
STONES. By Lelande Quick and Hugh Leiper, 
F'.G.A. Illustrated. 181 pp. Chilton Company, Phila- 
delphia, 1959. $7.50 from Book Department, JC-K. 

Not many years ago, connoisseurs of unusual 
gems were disturbed by loss of lapidary skill as 
older professionals retired or died and fewer 
voung men entered the profession to perpetuate 
their knowledge. There were no books on the 
subject. Little equipment could be bought, and 
most cutters had to assemble their own. There 
were only two or three lapidaries in the New 
York area who could be trusted with soft stones 
like apatite or difficult stones like kyanite and 
kunzite. Today there are still only two or three 
professionals, but there are several amateurs who 
can cut rings around some of the professionals 
on these problem stones. Amateurs have the time 
and patience to acquire skills and experience that 
the professional cannot afford. 

The growth of gem-cutting as a hobby has led 
to the publication of numerous books of the how- 
to-do-it type. Several of them are beneficial, but 
this one is more practical than most. One of the 
authors, Lelande Quick, for many years has 
edited the most successful magazine for amateur 
gem cutters, The Lapidary Journal. His experi- 
ence has made him familiar with the varied ma- 
terials cut by amateurs. From his position, he 
could watch their progress and learn the pitfalls, 
which put him in an ideal position to know what 
is indispensable in a complete book on the sub- 
ject. 

However, an expert lapidary was also essen- 
tial, to answer the questions. Hugh Leiper, the 
co-author, recently joined the staff of The Lapi- 
dary Journal as associate editor. Long before he 
began full-time work on the magazine, though, 
he was nationally known for his cutting and 
writing—internationally, one may say, for he is 
a fellow of the British Gemological Association. 
His displays in gem show competitions won him 
many prizes, but he found his greatest challenge 
in attempts to facet attractive “gems” from un- 
usual materials. Mr. Leiper thinks nothing of 
cutting a barite or a calcite, at which a profes- 
sional would balk. 

This book is intended for amateurs. Their 
problems differ from those of the professional 
who restricts himself to conventional shapes from 
standard, hard, heat-resistant, easily polished 
stones. They haven’t the time to learn the cool- 
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dopping techniques, to prepare the special laps, 
and to experiment with speeds and abrasives. 
The amateur has; and he must learn all he can 
if he is to successfully produce faceted “‘gems” 
from unpromising soft materials. 

Gemcraft is a complete course in one book. 
The basic fundamentals—what gems are and 
where they can be found—are given first. Then 
the text covers cutting, beginning with sawing 
and cabochon making and going on to the more 
critical faceting techniques. The equipment and 
its uses are explained. The authors anticipate 
the difficulties the beginner will encounter and 
discuss them in detail. The progression from 
cabochons to faceted stones is taken step by step. 

How to orient stars and catseyes, how to seal 
openings from filling by abrasives, how to select 
good pieces of rough and special techniques, such 
as the cutting of spheres, carving stones, engrav- 
ing, the making of mosaics, are all discussed. 

Eventually there comes a point when the artist 
and the lapidary are one, and the merit of the 
product depends as much on ability as on tech- 
nique. For competent preparation up to this 
point, the book is ideal. It thoroughly explores 
the equipment needed, with illustrations of suit- 
able machines. There are tables in the back, along 
with a bibliography that should prove v tul to 
the beginner who wishes to follow the path of 
knowledge further. The illustrations are excel- 
lent, the book is well made, and it can be highly 
recommended for content. 


An Anniversary-Planning Guide 


ANNIVERSARY CELEBRATIONS MADE EASY. By 
John D. Peel. 318 pp. Chilton Company, Philade!l- 
phia, 1959. $5 from Book Department, JCU-K. 

“If we present problems which you never ex- 
pect to face, discuss meetings you will neither call 
nor attend, and describe situations you cannot 
possibly experience, just remember: they’ve ap- 
peared pretty regularly in celebration planning 
in the past. Someone is going to need the help of 
such examples. Someone will be glad they’re in 
the book. Maybe you.” 

Mr. Peel may have had the jeweler in mind 
when he wrote the above paragraph in his second 
chapter. He aims the first chapter at management 
—reasons for celebrating, steps for setting the 
wheels in motion and organizing. The remainder 
of the book, though, is written for the “program 
co-ordinator,” the employee selected or the per- 
son hired from outside the company to take com- 
plete responsibility for the anniversary promo- 
tion. Mr. Peel said his purpose in writing the 
book was “. . . to help any person charged with 
the responsibility for setting up the machinery 
and the program for a major public anniversary 
celebration and exploiting the publicity and pub- 
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lic relations of the occasion.”’ 

The processes of publicizing an anniversary are 
much the same basically as those of a Valentine’s 
Day fete or any other promotion. However, in 
writing this guide, Mr. Peel chose one which 
would require the constant effort of a person for 
about a year. In this way, he is able to cover 
every possible duty. He chronologically outlines 
every step with a day-to-day thoroughness: the 
flyer that should be distributed the second week, 
the list of goals and objectives to present the 
fourth week, and the suggestions you should have 
from the employees the fifth week. His directions 
are explicit—what supplies to order, what re- 
ports to make, what notebooks to keep. 

Aniversary Celebrations Made Easy is divided 
into four parts. Book I is titled Preliminary 
Planning. Book II: Blueprint for Progress gives 
the detailed day by day activities of the job. 
Book III: Results and Responsibilities contains 
directions for meeting deadlines and finishing the 
job. The Idea Book (IV) covers everything from 
balloon ascensions to windows. 

If you are planning a large anniversary cele- 
bration, here is your Bible. Mr. Peel has created 
a complete source book, and he advises readers 
to use it as such. Write in the margins, make no- 
tations and underline so that you glean the ma- 
terial of use to you. Then it can be an efficient 
aid, you'll find, in almost any promotion you plan. 


Best English-Language Gem Book 
GEMSTONES by G. F. Herbert-Smith, revised by F. Coles 
Phillips. Pitman, New York, 560 pp. 13th Edition, 1958. 
$12.50, from Book Department, JC-K. 


Appearance of a revised edition of this long- 
standard work provides an excuse once again for 
highly recommending it to all students of gem- 
ology. It is so far ahead of any other work on 
general gem study published in English that buy- 
ers would be foolish to consider any other before 
filling this gap in their libraries. 

The first edition, which came out in 1912, was 
possibly superior to anything that had been avail- 
able in English except for the 1904 Spenser trans- 
lation of Baur’s Edelsteinkunde, a large and ex- 
pensive volume. Gemstones first became signifi- 
cant in 1940, with its ninth edition priced at 18 
shillings. At that time it acquired an authorita- 
tive character and assumed the place it still oc- 
cupies in gemological literature. Ivory and plastics 
were added to the tenth edition in 1949 but the 
balance of the text changed very little. With 537 
pages, it sold for $8.50. The earlier editions were 
criticized for their price tables which didn’t 
specify whether they referred to wholesale or 
retail. The section on crystal forms and structure 
was formerly suitable for a mineralogy course but 


102 


far beyond the requirements of the gem student. 

The revised version is much more easily under- 
standable and much less formidable in appear- 
ance. A gem book is not the place for a long 
crystallographic dissertation; a reference book 
should not be a textbook. Dr. Herbert-Smith never 
could make up his mind, apparently, at which 
market he was aiming. Mr. Coles Phillips has! 

There are other changes that will be noted if 
one goes through the book comparing page after 
page. In general, their effect is to bring the book 
more down to earth. Some new techniques are in- 
troduced, such as Mr. Anderson’s shadowgraphs 
of stones in various immersion media. 

The summary of properties that headed each 
gemstone’s section has been omitted, so now it is 
necessary to search through the chapter’s text 
for composition, gravity, or refractive index. The 
section on unusual gemstones, called “other gem- 
stones,” has been rearranged alphabetically. This 
is no real help, since hiddenite and kunzite will 
not be found till we look in spodumene. A few 
have been added, although the reviser made little 
effort to inform himself if the information wasn’t 
easily available (the gem amblygonite comes 
from Minas Geraes, Brazil; andalusite is red on 
the terminal corners of the prisms — not the 
edges). 

The final tables are about the same. The bibli- 
ography has been rearranged and now includes 
some of the latest works, although several are 
omitted, some that should be there. The color 
plates have deteriorated. 

In general, Herbert-Smith is still Herbert- 
Smith, the best English publication on general 
gemology. As such, it is to be highly recommend- 
ed. The price seems unnecessarily high for a book 
that has been so long in print, and Mr. Coles 
Phillips’ revisions are not worth $4 more! Re- 
grettably, the only better book is written in 
Italian and even more expensive.—F.H.P. 


Horological Dictionary Is Revised 
WATCH AND CLOCK ENCYCLOPEDIA, by Donald deCarle. Pub- 
lished by N.A.G. Press Ltd., London. 307 pages. Avail- 
able at $7.50 from JC-K. 


When deCarle’s first encyclopedic dictionary 
was published it was an immediate success as it 
filled a great need. 

The edition was soon exhausted and Donald 
deCarle, England’s most prolific writer and 
authority on watches and clocks, set about ex- 
panding and redesigning the new edition. This 
book is the result of a most scholarly and thor- 
ough investigation in the entire area of horology. 

Mr. deCarle has listed encyclopedically items 
for the watch repairer, the clockmaker and re- 





pairer, the clock collector, regardless of his taste 
or specialty or nationality, the technician and the 
student. This book covers in alphabetical order 
such items as the following: 

Antique clock and case terms, each illustrated 
with the finest line drawings; British hallmarks; 
music for quite a number of chimes; woods and 
marbles for clock cases; material standardiza- 
tion system for watchmakers; metals used in 
horology; watch case parts; pressure tests for 
water-proofing, with a detailed table of depth 
equivalents; combinations of watch train gear- 
ings; shock absorber systems; a visual and com- 
plete word description of every tool and piece of 
equipment for the watchmaker; details of crafts- 
manship tests for watchmakers; Swiss official 
timing test for watches and chronometers; chro- 
nometer parts nomenclature as well as a similar, 
illustrated description of every watch and clock 
part; type of watch, clock, various period styles 
and numerous other details. 

In all there are over 3000 definitions, with 11- 
lustrations for almost 1000 items. 

Turning to random items, one finds drawings 
and text explaining an armillary sphere, bell 
chucks for the lathe, duplex escapement, bar 
movement, balance spring banking, hog’s bristle, 
hoop wheel, how to give brass an orange to yellow 
color, an “‘undersprung”’ watch, an underslung 


chiming, tact watch, silk suspension, nautical 
time ringing, pin wheel escapement, grasshopper 
escapement, astrolabe, spandrels, putto, sheep’s 
head, spoon fitting, favas, Congreve clock, bank- 
ing to the drop and so on with great delight to 
the reader. 

As in most of deCarle’s books, the famous 1l- 
lustrator E. A. Ayres has made the unparalleled 
drawings which illustrate as no photographs 
could. 

There are numerous reference tables for the 
watchmaker, the collector, the clockmaker and 
engineer. There are a couple of horological dic- 
tionaries still in print, but this book covers a 
much greater scope with superior text and illus- 
trations.—H. B. F. 


Hobby Becomes Business 


An amateur rockhound who has made his hobby 
pay is John Suther of Concord, N. C., a Cannon 
Mills accountant. 

A rock collector for 30 years, Suther started 
cutting and polishing his stones several years ago, 
today spends all his spare time in his home work- 
shop cutting gemstones, making blank mountings, 
and selling his creations to other amateurs and 
retail jewelers. He looks forward to full-time gem 
cutting when he retires from Cannon Mills. 
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A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


If you need 

ideas for 
remounting old 
jewels, consider 
these tailored 
designs which 
feature large 
sapphires com- 
bined with baguette 


and round diamonds. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 
—and business—JC-K occasionally presents these plates. the type of design which will appeal to the customer. 
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S out of 10 GIA graduates become 
Jewelry store owners or managers* 


*83.6% by actual count 


* ..We've trained over 50 
..» J. Lovell Baker, Pres- 
ident, Henry Birks & Sons, 
Ltd., Montreal, Canada 


“... increased my income 
50%. 1 wouldn’t take 
$10,000 for the knowledge 
gained.” Retailer George 
H. Stahi, Pilcher Jeweiry 
Company, Mexico, Missouri 


‘ .. like acquiring seven- 
league boots.”’ Executive, 
Jewelry Mfg. Mary Reheis, 
F. & F. Felger, Newark, N.J. 


“GIA put our 40-year-old 
firm back in the diamond 
business.”’ Retailer Nich- 
olas Siderides, Siderides 
Jewelers, Union City, New 
Jersey 


‘..can’t express how 
much the course has meant 
to me.”’ Arthur F. Gleim, 
Palo Alto, California 


‘‘In the jewelry business, 
the knowledge you gain is 
as necessary as your show 
window.”’ Robert L. Mc- 
Carty, McCarty Jewelers, 
College Station, Texas 


“ .. GIA has meant extra 
sales and a new prestige.” 
Wholesaler Charies B. 
Thistle, Woodstock-Hoefer, 
Kansas City, Missouri 


“This f¢ a course that no 
one in the diamond busi- 
ness, whether at the retail 
or wholesale level, can af- 
ford to miss."’ Jack Mon- 
checourt, J. R. Weed & 


become an expert.” 
B. Kind, Jr., S. Kind & Sons, 
Philadelphia 


‘* .. permits the jeweler to 
Oscar 


‘| marvel at how effec- 
tively you answer the jew- 
eler’s everyday problems." 
Larry Simmons, Steller’s 
Jewelers, Ventura, Calif. 


“My total costs have been 
returned at least threefold 
already.”’ Raiph Carlisle, 
Carlisie’s, Los Angeles 


‘‘! am sure this course is 
a great help to the novice, 
but it is a greater help to 
> experienced man.” 
George Biock, Block 
Brothers, Akron, Ohio 


Sons, inc., New York City 


EXPERIENCED JEWELERS BENEFIT BY GIA HOME 
STUDY COURSES AS WELL AS THE NOVICE 


—the average GIA graduate has had over 10 years experience in the trade! 


Recently a jeweler with 37 years experience in the business told 
us that “as valuable as GIA courses are to the novice, they are 
of greater help to the experienced jeweler?’ His comments are 
typical, for when a jeweler has complete command of his busi- 
ness— diamond buying, appraising, selling, etc.— greater income 
and profits are assured. But don’t take our word for it—ask 


For Complete Information Tear Out and Mail This Card. No Postage Necessary 


Please send me GIA’s free illustrated catalog with gemstone color plates. 


I am particularly interested in 


[ ] Diamond grading and appraising. 


['] Colored-Stone identification, grading and appraising. 


[|] Jewelry Designing. 
|] Jewelry Retailing. 
(no obligation — no salesman will call) 
Name__ 
Address - 


any one of your 12,000 fellow jewelers who have taken GIA 
courses—they are our best salesmen. Or better yet, fill out and 
mail the post card below. We will send you complete informa- 
tion—no salesman will call. You owe it to yourself to find out 
why we say GIA Home Study Courses will bring you more 
income, rapid advancement, and real job security. 
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CUSTOMERS UNDERSTAND DIAMOND POINTS? 
(continued from page 93) 

cutter, after a careful study of the rough dia- 
mond, did the best job of cutting that he could 
with never a thought that the weight should 
finish to a certain amount. These ideas made her 
teel happier again about her diamond. 


Pitfalls of “Even Weight” 

Let’s examine for a moment what this lack of 
consumer understanding has done to the industry. 
Too many jewelers have gone along with the re- 
quest for even weights instead of trying to ex- 
plain the matter to the customer. They ask their 
suppliers for carats, halves, quarters, etc., and 
want them exact. This has led some cutters to 
try to cut to these demands in weight. If a rough 
diamond could yield a well-cut finished stone of, 
let us say, 46 points, an effort will be made to 
make it an even half, sacrificing some of the bril- 
liance through poorer proportion. More and more 
poorly cut goods have come onto the market as a 
result, working a hardship on the cutter that ad- 
heres to top standards and the store that insists 
on good make. If each jeweler had taken time 
to explain to every customer who asked for even 
weight, much of this could have been avoided. 

Explain and then explain again if necessary! 


More than that, give the weight of each stone 
with confidence. If your customer asks for a half 
carat, tell him you will show him diamonds in 
that range. Show him the 48-point stone, tell 
him the weight and add that it is in the range he 
wants. Don’t ever say, “Here is one that is a 
little less, but it is a beautiful diamond.” It 
sounds too much as if you were apologizing, and 
no apology is needed. “Less” is a bad word here; 
it implies less than the best. If you will first 
explain and then talk in points, the consumer 
will feel that he is being more professional when 
he thinks that way. Weight in this way can be a 
real confidence builder and aid the industry as 
a whole. Weight in this way will eventually re- 
sult in production of better-proportioned stones. 
One fine engagement ring manufacturer stamps 
the weight of the center diamond in every mount- 
ing. Not only does it emphasize that diamonds 
do come in all weights but the stamp says, in 
effect, ““We back up what we say.” You can do 
this with every loose diamond you mount for 
your customer. It can be engraved or even 
scratched on the inside of the mounting. To any- 
one who doesn’t know, this could be a stock num- 
ber. To the man or woman who buys, it “puts 
a wonderful tangible confidence 
Zea 


it in writing,” 
builder. 
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FROM AUSTERE DIGNITY—TO FRIENDLY CHARM 
(continued from page 77) 

To understand the scope of what was done re- 
quires a backward look. The Friedlander firm 
was founded in 1886 by the present owners’ 
grandfather, Samuel Friedlander. His store was 
at First and Madison, then a choice location. 
After 20 years of civic growth a new site, Second 
and .University, was chosen. This kept the 
jewelry store centered in Seattle’s downtown 
shopping area for the next 25 years. 

Then, in 1928, when Louis Friedlander became 
head of the firm, the store was settled into its 
present quarters, 5th and Pike. Again the move 
placed the firm in a particularly advantageous 
spot. 

Fifth Avenue has long been a street of prestige 
shops of all types, while Pike Street bisects it 
with a group of firms that cater to a middle in- 
come group. Thus, a strolling buyer from either 
group invariably passes Friedlander’s doors many 
times during a single day’s shopping trip. 

From 1928 until he died in 1954, Louis Fried- 
lander supervised a vigorous business at the main 
store and enlarged the firm by adding branch 
stores in Everett, Bremerton and Longview. 

When his sons, Paul and Jack, took command 
of the firm in 1954 they faced the usual policy 
discussions and decisions. 


Jack expresses it this way: ‘Merchandising 


and promotion policies can’t remain static in a 


changing world. We noted that the upper middle 
and middle income groups were getting larger 
and had more buying power. On the other hand, 
the high or prestige income group seemed to be 
breaking away from many of its social and busi- 
ness traditions. This group began to live and 
think in a more casual manner. 

“We felt we could successfully serve both 
groups; that, in fact, the two were far more 
compatible than is generally realized.” 


Credit Buying Encouraged 

Innovations and new policies swept through 
the firm. Credit buying was encouraged; terms 
were liberalized. China, glassware and giftware 
departments were opened or enlarged—and kept 
well stocked with quality items. The Brides’ 
Registry was tightly organized. 

The firm continued its already large silver and 
hollowware sections; but added stainless steel 
flatware and hollowware. 

Considerable time, money and attention was 
given to a gift wrapping department, an excellent 
customer service that encourages giftware pur- 
chases. 

The diamond department, always strong, re- 
ceived an additional shot in the arm. Remem- 


Classic simplicity in designs of religious 


expression. Expertly crafted by |. ROSKIN CO., 


these rings reflect distinctive character 


and eminent good taste. 


In 14K Gold... all-white, all- 
yellow or two-tone. 


Available as Bridal Ensemble, 
Mr. & Mrs., or Threesome. 


Ni, 


Sold through your wholesaler 


é ROSKIN Co., INC. 21 West 46th Street, New York 36, N. Y. 





bering those couples who previously had walked 
away from the store, the Friedlanders determined 
to pull this business where it belonged—inside 
to their counters. 

By making extensive use of the “certified per- 
fect’”’ diamond, emphasizing the sale of smaller 
but still perfect diamonds, and by insisting that 
all settings be of 18 karat gold, the firm now 
reports that 50 per cent of its total sales volume 
comes from the diamond department. 

To keep the public fully abreast of each new 
policy development, the firm stepped up its ad- 
vertising and public relations program. 


“Personality” Building 

“Frankly, we felt that the store lacked a per- 
sonality. We never had emphasized our intent, 
ability, willingness and just plain honest desire 
to be of service to our customers.” 

To fill this need, Jack Friedlander originated 
the “Paul and I” series of newspaper ads. Each 
contains a warmly-written, personal message to 
the reader. Later, this same touch was carried 
into radio advertising with Jack writing his own 
copy and tape recording the messages himself. 

First reaction in business circles was uproar. 
The ads, stressing the aims of the store and 
intent of its owners, violated Madison Avenue’s 
sacred creed that copy must always talk about 


aul Friedlander and an employee discuss place settings 
displayed in gift section of the main store in Seattle. 


B 
}? 


the customer! Proper ads must stress the cus- 
tomer’s needs, desires and wishes! 

But the initial and continuing result in Fried- 
landers store was increased sales! 

“It takes a lot of time and thought to per- 
sonalize advertising like this,’ said Jack. “We've 
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JEWELERS’ CIRCULAR-KEYSTONE, FEBRUARY 1960 





This striking conter 
design from 
Goodman & Company, 
Indianapolis, Ind., 


features an *.5mm, round 


, Linde Star Syntheti 
~ Sapphire complemented 
by a single fiery diamond 

mounted in satiny 


; white gold. 
x $161 (keystone). 


; 
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none but 


LINDE 
STARS 


‘Linde’ Stars are the only 
synthetic star sapphires and 

star rubies produced under 

quality controls so rigid 
they match the perfection 


of natural star gems. 


bAolt mileleltiial--m-le-Mlaluie-ies 


CHARLES F. WINSON 


S60 FIFTH AVENUE. NEW YORK 36 


* ‘Tdnde’ is a registered trademark of Tnion Carbide Cor; 
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Add your name to the 
list of major jewelry 
manulacturers who 
specify *Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 
Aisan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., inc. 
Bickson, Ine 
Boteli Ring Co., Ine 
J. L. Brandt Co. 
Bristol Seamless 
Ring Corp 
Coronet Jewelers 
Davidson & Sons Jiry. Co. 


ine 
D'Esposito Bros 
E. S. Feinstein & Ce. 
Flyer Brothers 
Harry & Ben Frackman, 


Gevertz & Co., Ine. 

H. Glaser Co 

Goldstein-Gerson Co 

Green & Co., Jirs., tne. 

Benjamin & Edward j 
Gross Co., Ine. 

Harry Guise, Ine 

H. Hamburger Co., Ine. 

Haven Ring Co. 

irvring Co 

Kahn & Co. 

Morris Kaplan and Sons 

Charles Koppel Ring Co. 

K. S. K. Jiry. Co., Ine. 

Mercury Ringe Cerp. 

Perke!l & Klein, Ine 

Aaron Perkis 

Samuel Platzer Co., Ine 
. & M. Jewelry Co 

David Sarkin, tne 

William Schneider 

Schuman & Donchi, Ine 

Seltzer Bros 

Skalet Mfg. Co., Ine. 

Wax & Skolnik, Ine 

J. R. Wood & Sons, tne 


BUFFALO, N. Y 


The Bock-Lewis Co. 
M. A. Reich and Co 
Star Ring Mfg. Co... Ine 


CHICAGO, ILL 


Emil Braude & Sons 
Hart Rina Co., Ine 
Hirsch and Oppenheimer 
Harry Rotter 

Fred Seltzer Co., Ine. 
Stein & Ellibogen Co 


INDIANAPOLIS. IND 
Goodman and Company 


MIAMI. FLORIDA 
Louls Lang & Co 


MINNEAPOLIS, MINN 


Ostbye and Anderson 
Ring Specialty Co 


ST. LOUIS MO 
Kinsley & Sons, tne 


OHIO 
Fratianne Mfg. Co 
1. B. Goodman Mfg. Co. 


ne 
Swirsky Bros., Ine 
The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. 1! 
Dolan & Bullock Co., Ine 


NEW JERSEY 


Acme Ring Mfg. Co., Inc 
Church & Company 

. & F. Felger, tne 
Jabel Ring Mfg. Co., Ine 
Jones & Woodland Co., Ine 
Larter & Sons, Ine. 





been kidded and laughed at. All right, maybe 
it’s corny — we’ve been so accused. But the 
point is—we’ve gotten results. Every single day 
since beginning these ads we can trace at least 
one major sale and several minor ones directly 
to our newspaper and radio ads. 

‘“What’s more, people stop me on the street 
to chat. They want to shake hands or mention 
that they heard the radio ads. I want to empha- 
size that this doesn’t happen just once in a while 
but every day. And Seattle is a town of a million 
consumer population.”’ 


Store Units Added 

During the short space of five years the 
brothers have opened three more stores in North- 
gate, Aberdeen and Tacoma. This brings their 
holdings to seven stores. 

Supervising and purchasing for seven stores 
means a division of work. Paul purchases gift- 
ware, china, silver and crystal ware. He also 
handles the direct mail portion of the ad depart- 
ment. 

Jack supervises the diamond, watch, mount- 
ings and jewelry departments. In addition he 
oversees the program of newspaper and radio ad- 
vertising. 

With seven stores to guide promotionally, the 
brothers found it best to set up their own ad 
department with a manager, Lorraine Bartoldus. 
He does layout and copy work, but sends out 
special art and photography. 

Most of the promotional thinking falls upon 
Paul and Jack. ‘“‘We mull it over together. Some- 
times promotion follows a good buy. Other times 
it’s a seasonal activity. Then again, if we sense 
a trend we may play a hunch and follow it.” 

Last year the brothers followed a hunch on a 
$29.95 dinnerware set—and trended themselves 
through 2,200 sets of same. 

In playing hunches they readily admit to “lay- 
ing a few eggs.” In general, however, they are 
eager to grasp opportunities to merchandise new 
lines because they’ve found it a profitable activity 
with today’s “‘new-conscious” customers. 

Jack and Paul work an average of 16 hours 
daily. They try to visit two or three branch 
stores each week. In all stores they work behind 
the counters to keep in touch with the differing 
clientele they serve. 

‘Naturally, with seven stores, each is merchan- 
dised a little differently. Generally, our smaller 
town ads and promotions are bolder, harder hit- 
ting. 

‘We save the subtlety and ‘white space’ ads 
for the 5th and Pike, Seattle, store. That store 
has certainly proved to us that a prestige store 
can alter its image to entice new business without 
fear of relinquishing the old.” Ga 





1960—A YEAR OF APPRAISAL 

(continued from page 98) 

count, automatically and chameleon-like, changes 
into a revolving-credit account. Within reason, 
the customer will be allowed to say how much 
he will pay monthly. 

In states with consumer-credit laws similar to 
those in New York, a service charge of 1!4 per 
cent a month on unpaid balances up to $500 and 
1 per cent a month on indebtedness over $500 
may be made. In New York, and also in some 
other states, a delinquent charge account cannot 
be converted legally into a revolving credit ac- 
count unless the customer has signed an agree- 
ment that this may be done. 


There Are Weaknesses 

From the standpoint of the credit jewelry 
business, there are several weak spots in the 
newfangled consumer-credit developments. The 
most conspicuous one is that the seller cannot 
retain title to goods sold. If legislation has been 
enacted in any state to give the seller the right 
to hold title to goods sold by means of a credit 
method that includes revolving credit, or by what 
is generally known to be a charge account, it has 
not been brought to light in voluminous writing 
and talking on consumer credit during the last 
several years. 


So far only a handful of states has followed 
New York’s trail-blazing in placing ceilings on 
‘arrying charges, and there seems to be a no- 
ticeable lack of uniformity in fixing rates that 
may be used. Most of the states have done noth- 
ing to control carrying charges. Some have 
elected to depend on usury statutes to curb and 
correct abuses. It may be said, therefore, that 
what is lawful and unlawful throughout the 
country in connection with carrying charges lies 
in the realm of guessing. 

In New York and in the states that have fol- 
lowed New York’s lead in the field of consumer- 
credit control, the requirement of a customer’s 
consent in writing to change a charge account 
into a revolving-credit account unquestionably 
complicates matters and makes more difficult the 
task of opening accounts for unsophisticated ap- 
plicants for credit. 

Retail business, like banking, has not had 
enough experience with the use of revolving- 
credit plans to get the public’s reaction to the 
new, and apparently little understood, develop- 
ments now being widely substituted for money 
in the transaction of business. 


Experiments Can Be Costly 
Although it is being said in some quarters that 
banks with revolving-credit and open-end loan 


$$ $$$ ee 
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A selection of lovely crosses in !4K 
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plans have started hard-sell drives to increase 
borrowing by individuals, the credit jewelry busi- 
ness has not been stampeded into abandonment 
of tried and proved instalment selling. How deep 
consumer borrowing from banks and other types 
of lending agencies already has cut, and will cut, 
into credit jewelers’ profitable sales probably can 
be appraised quite accurately by the end of 1960. 

In the meantime, credit jewelers — especially 
those credit jewelers whose businesses rest on a 
sound basis of cash and instalment selling, includ- 
ing reasonable charges for extended terms—can 
help themselves by appraising their individual 
operations and by uniting in safeguarding and 
advancing their mutual interests. nue 


TEEN-AGE HELP 

(continued from page 96) 

ess, makes the young person ill at ease and, con- 
sequently, inefficient. On the other hand, a teen- 
ager will imitate a boss she admires, and more 
can be learned through imitation than through 
deliberate teaching. 

Treat her as an adult and she will tend to re- 
spond like one, but don’t expect her to behave like 
a grownup from the very start. (Here, of course, 
it will be easier for you to accord her this sort of 
treatment if you have hired a person you yourself 
respect). 

Encourage initiative. Remember that some- 
times when she seems to be argumentative she 
is probably simply trying to reason things out 
for herself. If excessive sternness doesn’t dampen 
her initiative, she will be a far more valuable 
employee than one who gives unthinking obedi- 
ence. 

Point out opportunities for advancement. Your 
teenager will usually do her best if told she may 
be in line for full-time summer work or full-time 
work after graduation. 

Finally, remember that most teenagers value 
“being liked” over the size of the paycheck and 
will work harder for the employer who praises 
good work and offers a lower salary than they 
will for more money and stern disapproval. 

Planned hiring and training means consider- 
able work for the jeweler. But it is sound insur- 
ance against the very real financial loss of catch- 
as-catch-can hirings and firings. 

Continual firing and rehiring consumes valu- 
able time; it involves cash loss because new young 
employees tend to make incorrect change and 
often damage equipment. Worse still, continual 
part-time turnover damages your prestige because 
temporary employees are not on the job long 
enough to learn from you the delicate art of han- 
dling customers. 

Time spent preventing these situations arising 
is money in the bank. Zee 





SERVICE COUNTER PACK SALES POWER? 
(continued from page 89) 

However, if four hours per week were used for 
the miscellaneous duties enumerated, they would 
amount to 10 percent of the total time of a watch- 
maker who works on a 40-hour weekly basis. 
Thus, if his salary is $100, at least $10 should be 
credited to the watch repair overhead and charged 
to sales general repair or general service. True 
enough, this is not a large sum when considered 
on a weekly basis, but when the yearly figures 
are examined, a $500 difference in watch repair 
profit and loss does amount to something. 

In the final analysis, the size of a store deter- 
mines whether or not such bookkeeping methods 
are necessary or important. If the retailer at 
least realizes that a watchmaker’s time is fre- 
quently spent on tasks other than actual watch 
repairing, he will be a little more lenient when he 
examines his monthly, semi-annual or annual 
profit and loss sheets. 

While on the general subject of bookkeeping 
records, we might introduce a few relevant sta- 
tistics revealed by a recent nation-wide survey 
of retail jewelry stores. Repair department re- 
ceipts account for 19.3¢ of every dollar taken in 
by the median jewelry store. (i.e., a store with 
about $30,000 annual volume). The sale of watch 


attachments accounts for another 8&.6é. Every 


retailer should study the operating sheet of his 
financial statement to see how his figures compare 
with those. 


Checklist of Strength 

Any watch repair department that is not al- 
ready bringing in its proper share of the store’s 
receipts should be the subject of careful study 
and examination. Responsibility for its weakness 
may lie in a dozen different places. Here are a 
few on which to put the “‘stethoscope.” 

1. Is the department adequately advertised in 
the store’s window? 

2. Is it ever mentioned in the store’s news- 
paper, radio or television advertising? 

3. Is the department ever advertised through 
the mail or through house-to-house circulariza- 
tion? 

4. Are prices in line with local conditions? 

5. Are overhaul jobs properly “sold” to cus- 
tomers to justify prices quoted? 

6. Are promised dates kept? 

7. Is the work done “honestly ?” 

8. Are cases and bands buffed clean... crystals 
checked and cemented tight are jobs given 
these little extra “pluses” to help build good will? 

9. Is the customer greeted and served with a 
cheerful smile? 

10. Is genuine material used to assure a sat- 
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is the word for this 14K yellow 
gold ring set with a large and 
lovely amethyst. Beautiful in 
design, in color, in workman- 
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isfactory job? 


B | | Y | N | ( 11. Does the customer receive a follow-up re- 
minder card or letter a year after his watch was 
| overhauled’? 
DIA i | 6) N | 1) S = | 12. Is the watch repair department kept clean 
a | «Cand orderly? 
BO Sp ay 


It is more than mere coincidence that, in the 
hundreds of profitable repair departments visited 
and studied, all of the above questions had affirm- 
ative answers. It is no idle statement that good 

ge results follow from good management. 

This article has made no effort to delve into the 
technical or mechanical aspects of watch repair- 

¢ Buy straight sizes in single cuts, ing. It has concerned itself solely with the prob- 
melee and full cuts lems of management and department operation. 
Buy established color, quality It has tried to show how a well run service de- 
and price line partment can make money, not only through 

repairs, but also through the sale of merchandise 

to customers brought into the store because of the 

repair department. 

Buy more than 100 yearsof If the information incorporated in this studv 

diamond experience and integrity 


« 7 ~ P A> 


Buy uniform grading and sorting 


Buy at the most competitive prices 


helps only one jeweler to better profit from hi. 
Buy all of these important service department, it will justify the time and 
considerations from: effort spent in its preparation. a8 8 
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store owners and managers. To obtain you 
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DO-IT-YOURSELF DIAMOND MINING 
(continued from page 92) 
comparatively low yields per ton of rock. Ar- 
kansas crystals, on the other hand, are not well 
e Recording shaped for good recovery. They are commonly 
very rounded, high in luster, often triangular in 
outline though not generally twinned, and many 
There is a dependable Racine are fairly flat. Reports by the Ford plant on their 
model for every chronograph 


requirement—for sports, a 
industry, science, broadcasting African stones. How they would compare with 


— wherever timing perfection the knotty Australian ones has not been said. 
acti , -1_ . a — 
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required. Featuring world- i 
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GALLEY CHRONOGRAPH mit economic operation and avoid legal wrangles, 
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eco AA om yield to be low in comparison to the African 
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mile, sweep-second hand shows 112 ° iatate . ° . 
Gliinsiiaetamien willing to invest in the equipment and go through 
a. Se PS. Se all the legal complications to operate this mine 
as a serious diamond-producing pipe. So the 
Write for latest Racine al . : 
Chronograph folder JF prospects are that visitors to Murfreesboro will 
3 oe continue to have a nice place to picnic, with some- 
JULES RACINE « company. inc. thing to keep the children busy and always the 


Specialists in Fine Timers — Since 7890 possibility of a lucky find as Q bonus for a pleas- 
20 WEST 47th STREET, NEW YORK 36 
ant day spent in the open. Zan 
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use in tools claim that they are harder than 





THE RELIGIOUS RENAISSANCE 

(continued from page 72) 

from our survey of the religious jewelry scene 

they are these: 

1. Population growth, an even greater growth 
in church membership, and the movement to 
the suburbs where visible indication of religious 
affiliation is in order, combine to produce an 
important market for the jeweler who is will- 
ing to expend some effort. 

Jewelers who recognize these trends and act 
accordingly—carrying a wide range of well- 
made religious jewelry, becoming conversant 
with its meaning and importance, and display- 
ing it adequately—are finding religious Jewelry 
can be an extremely profitable line. 
There are still many jewelers who have never 
considered the potential of religious jewelry. 
They are willing to let the profits inherent in 
the line go by default to religious goods stores 
and department stores. 
Many lay church members, Catholics in par- 
ticular, would buy religious jewelry from Jew- 
elers if they knew that the jewelers carried it. 
There are many more neighborhood jewelers 
than there are neighborhood church goods 
stores! 
Lent and Easter are near. Are you willing to 
put these findings to the test in your own store? 
i 


BUILD WATCH SALES IN TODAY’S MARKET 
(continued from page 75) 

a general down-grading in the public’s mind—of 
what constitutes quality in watches. As a result, 
consumers have become confused and mis-edu- 
cated as to what determines a fine watch—and 
how much they should pay for it! 


Jewelers’ Advantages 

[ have been privileged in the past few months 
to work with the most extensive study ever made 
of the jewelry industry. This study—by The 
Watchmakers of Switzerland—offers the answers 
to overcome the demoralization in many areas of 
our industry. [It also provides aggressive answers 
that must open new progressive markets for qual- 
ity watches! As an example, most people would 
prefer to buy watches through jewelers except 
for the fact that many people think jewelers are 
too high-priced! 

What can we do to offset this feeling? I rec- 
ommend the following in all retail watch adver- 
tising: 

@ Tell everyone that you have spent a lifetime 
learning your business; that you are a specialist 
in this field. 

® Emphasize that only you offer the guarantee 
to stand behind the watches you sell. 
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CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


frtl 
Will also buy 
ti 


quality—as well 
jewelry. 


diamonds—any size and 
as antique and modern 


Reference: Dun and Bradstreet 


The First National Bank of Mem phis 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 








ONE PIECE 
LEATHER = 


IDE 
RU 
WATCH STRAPS 


UNBEATABLE VALUES! 
UNMATCHED VARIETY! 


WIDTHS: 1/4-5/16-3/8 -7/16-1/2 
No. 888 REPTILES — Cost $1.25 


LIZARD and ALLIGATOR in 
BLACK, BROWN and TAN. 


No. 857 CALF—Cost 90¢ 
BLACK, CAPRI BLUE, MELON 
NAVY BLUE, PINK, YELLOW, 
GREY, BROWN, BABY BLUE, 
WHITE, RED, GREEN and in 
BLACK SUEDE too. 


ORDER NOW! 


KKake 


43 WEST 24th STREET 








® Remind the public that the prestige of your 
name adds to the joy of giving—and to the plea- 
sure of receiving. 

® Point out that you do sell at low prices. And 
because of your experience and the service you 
offer, your prices are lower than many other out- 
lets in the long run. 

@ Stress the ease with which a fine watch can 
be purchased—including budget terms. 

® Feature performance and long life of a fine 
watch. 

® Don’t forget trade-in. Even though it creates 
abuses, it is a great over-the-counter selling idea. 

® Tell about your gift wrapping. 

We should all be proud that The Watchmakers 
of Switzerland survey shows that the vast ma- 
jority of people would prefer to buy through a 
jeweler for these reasons: “‘The jeweler stands 
behind his merchandise.” “We have confidence in 
the jeweler.” “Jewelers have the most courteous 
sales people.”’ “You can depend on the jeweler’s 
advice.” “The jeweler has the largest selection of 
brands.”’ 

There is no doubt the public thinks very highly 
of the jeweler. 

Take more encouragement. The Watchmakers 
of Switzerland survey also shows that 90 per cent 
of the people prefer to buy quality watches! All 
we need do to capitalize on this is to prove the 
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difference in quality between a pin-lever and a 
quality jeweled-lever watch. 

Many jewelers now use a simple selling tech- 
nique to show this difference between pin-lever 
and jeweled-lever watches. They remove the 
backs from watches of each kind and attach pro- 
tective crystals. When a customer asks for a pin- 
lever, they show both types of watches, with 
backs removed. Thus the customer can see the 
difference immediately. The jeweler is not “knock- 
ing’ pin-levers when he uses this approach; he is 
graphically demonstrating the difference between 
the two timepieces. 


Pin-lever Trade-ins 

Now for specific suggestions in layout and copy 
—created by this agency—that will help the in- 
dustry increase watch sales. One ad pictured here 
will sell “cheap”? watches now and assure quality 
watch sales in the future. The copy reads “To 
assure your complete satisfaction, we will allow 
full purchase price trade-in when you buy a fine 
quality watch.”’ Since the jeweler would normally 
allow $10 to $15 on a trade-in, he can very easily 
permit full trade-in! Thus, an inexpensive watch 
can be worn for a year or two without cost! This 
is the type of solid merchandising that the indus- 
try needs today! 

Our “cartoon” ad dramatizes the idea that the 





customer should know the reputation and integ- 
rity of the store where he purchases a watch. 
This ad is designed to “sell away” from non- 
jeweler competition. (The illustration in this ad 
is a street corner peddler with an open suit case. 
The headline is “I guarantee every watch I sell.” 
Part of the copy says, “Your jeweler does not 
sell toothpaste on one counter and watches on the 
next.’’) 

These layouts and illustrations are not the 
complete answers to our major problem. But they 
do represent a direct and dramatic approach that 
could help restore the jewelry store as the place 
to buy a watch! Each should encourage people to 
go to the jeweler before shopping elsewhere. If 
we can do this, as The Watchmakers of Switzer- 
land survey shows, we can rebuild our sales and 
profits in quality jeweled-lever watches! 

recently, a major jewelry chain, Abelson’s of 
New Jersey, asked us what type of watch ad to 
run in their highly competitive area. We recom- 
mended that the major part of the ad feature 
watches at $12.95; but that prominent copy say: 
“NO JEWELS” along with an explanation. Another 
part of the ad would show a 17-jewel nationally- 
advertised watch at $24.95; a 21-jewel watch at 
$49.50, etc. This sort of ad could prove to the 
public that the jeweler is the place to buy every 
type of watch regardless of price; and it could 
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also be tied in with an “in-store” approach to the 
full trade-in, as outlined previously. 

Did I hear someone say “Sure, Goldy is sitting 
behind his desk in New York, away from the 
firing line offering advice to others’? Let me dis- 
pel that immediately. I have just about lived with 
the watch and jewelry industry for some 26 years. 
Our agency has day-to-day contact with manufac- 
turers, retailers, importers, wholesalers. Our fin- 
ger is on the pulse of the industry. 

What is ahead? Let’s not forget good common- 
sense, every-day work that will sell 35 million 
people, over 14 years of age, who do not own a 
watch! And, remember, one third of all watches 
in use today are over 10 years old! How can we 
capitalize on this? We must develop the aggres- 
sive enthusiasm that has made us masters of the 
creative selling techniques! We must have a sense 
of leadership, confidence and courage! If we do 
so, we can move to greater heights of prosperity 
than ever before. 

That just about sums it up. The market, the 
people, the need are there. Let’s remember that 
practically everyone is a prospect for a watch— 
whether electric, thin waterproof, automatic—or 
just a watch! When do we start working to sell 
them ? 

The answer is up to all of us. 
thing about it right now! 


Let’s do some- 
| oe 


million newlyweds 


hese are your customers 
SELL THEM 


GIBSON WEDDING BOOKS @ 


Don’t forget . 
Wedding Book. They're the best known .. 


. profit up to 100% is yours when you sell a Gibson 


,; nai 
‘ best looking .. « Best winy 


books in the world! And Gibson has a complete line, too. 


them, suggest them to your customers... 
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AND COMPANY 











Check vour Gthson stock 
and mail your order mot 


y Books: baby. wedding. an- 
est, gift, shower, testimonial, 


Publishers of Memory Books since 1872 
ol memory, teenage, graduation, diaries, . 
~ photograph albums, family records, scrap- ; " NORWALK, CONNECTICUT 
ie books Ms ji ae y , ~ & . 
: em N.¥. Showroom: 225 Fifth Avenue 


Write for product bulletin or catalog, 
aucndnantoass The most complete line of Memory Books in the world. 








ITS WHAT'S 
INSIDE 
COUNTS! 


THAT PAY 


@ A case of boxes: When a customer comes 
into Rominger’s jewelry store in Sterling, 
Colo., in search of some low-priced jewelry 
oift, he often leaves with a jewel box. 
tominger’s has discovered that most people 
who own jewelry don’t have a proper place 
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to keep it. Coming to the rescue, the store 
has set up an eight-foot case to display a 
‘ large selection of modern and traditional jewel 

more has gone into . ee eee 

boxes, priced from $2.95 to $19.75. 

The Jewelers’ Circular-K : : ) al a 
e eweiers ircuiar- eystone When a customer wonders what to buy, the 
1960 JEWELERS’ DIRECTORY ISSUE salespeople are quick to suggest a jewelry box. 
, Often, the customer will decide that it is more 
. important to have a place to keep the jewelry 
So that users and advertisers , that he already has than it is to buy more. 
alike will get more out of it. 7 Gift buyers realize that their friends might 


prefer a box to another piece of jewelry. Also, 


= of 


many who do buy jewelry accept the idea 
The story of this DIRECTORY ISSUE iS , a jewel box as an extra gift—and present one 


a BIG one. inside the other 


Call upon us for the complete story of 

' . . . , 
what's inside this volume and why— . @ Easy on the Eyes: Window-shopping has 
YOUR Advertising should be inside , been carried almost to the ultimate in Sioux 
too. Falls, South Dakota. Shoppers who walk by 
the Smith Jewelry store in that city can look 
Call upon us today for details in and see not only the merchandise, but the 
customers as well. 

YOUR ADVERTISING It all started when the store installed a 
SHOULD BE INSIDE TOO 15 foot glass wall behind the sterling silver 
and watch departments. This enables passers- 
’ by to get almost the same view of the store 
THE JEWELERS CIRCULAR : KEYSTONE as they would if they were inside. Since the 

A Chilton Publication ) wall is located in the section where most 
Chestnut & 56th Sts., Phila. 39, Pa.—SHerwood 8-2000 oe activity takes place, few people passing by 
| fail to peer through the windows at the 
New York Providence Chicago Los Angeles Son Francisco | customers inside. There has been no apparent 


100 E. 42nd St. indus. Bank Bidg. 360 N. Michigan 1985. Alvarado 1355 Market objection from the latter. 
OXford 7-3400 GAspee 1-5281 RAndo!lph 6-2166 DUnkirk 7-4337 UNderhill 1-9737 | 
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@ Giftwares lure trade: Stocking an attrac- 
tive line of giftwares—and promoting it vig- 
orously—brought a flock of new customers t 
Daniel Stucki, quality jeweler of Walnut 
Creek, Calif. On a trip to Hawaii, he in- 
vested $1,200 in monkey-pod merchandise, 


) 


decorative and useful items of a wood which 
grows in Hawali. Stucki included announce- 
ments of the line with bills to regular custom- 
ers and arranged window and in-store dis- 
plays. Old and new customers sparked to the 
unusual items. In six months he sold 75 per 
cent of his stock—at 100 per cent markup 
plus freight costs. Even more important, 
“since I put in this line, business as a whole 


has shown an increase of 5 to 10 per cent.” 


@ Shelves that Sell: To handle those difficult 


display problems, Hurdle’s Jewelry store of 


Boulder, Colo., has designed what it terms 
“the most versatile gift display fixture in the 
retail industry.” 

Constructed of brown hardwood, the display 
is lined on sides and back with strips of the 


same wood, spaced an inch apart. Into any of 
these slots, heavy plate glass shelving can 
be placed at any desired elevation. 

The unit is used primarily to show small 
gift items which are prone to damage when 
displayed on ordinary open shelving, and 
which, because of their small size, are some- 
what difficult to see. The Colorado store says 
that many items that don’t “fit in” in the 
regular gift department have sold rapidly 
when displayed in this convenient fixture. 
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THE FINEST IN PRECIOUS GEM JEWELRY 


a 


FOR. OVER 
00 YEARS 


Now offering an 
expanded line of 
new and original 
designs in precious 
gem jewelry of 
exceptional 
character. 


Inquiries Invited 


Geo. Schuler & Co.. Inc. 


ASSOCIATED WITH PREFORMED PARTS, INC. 
On Bedford Road in Pleasantville, N.Y. 


SALES. OFFICE: 515 MADISON AVE., NEW YORK 22, N.Y 




















FINE ROSARIES 
and MEDALS 


Crafted by skilled artisans, guaran- 
teed to be authentic in design and 
of the finest quality and workman- 
ship, Di Roma Rosaries and Medals 
are Lifetime Treasures of Sacred Sig- 


nificance. 


Rosarv beads are of the finest quality. 
Medals are by the most gifted sculp- 
tors in the popular religious symbols. 


Each is attractively gift boxed. 
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MAURICE J. KARPELES Inc. 
Established 1900 
73 Dorrance St., Providence 3, Rhode Island 














This replica of the Liberty Bell in cultured pearls, 
during the next 12 months will be displayed at lead- 
ing department and jewelry stores. 

Valued at 1 million dollars it is from the Mikimoto 
Collection. 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST.. N.Y. C. 36, N.Y. 
JUDSON 6-6992-3 








DO YOU HAVE 
THE FACTS ON 


The Jewelers’ Circular-Keystone 


1960 
JEWELERS’ DIRECTORY 
ISSUE 


It is a BIG story full 
of potentials as a year- 
long selling-aid for YOUR 
PRODUCTS and SERVICES. 


Write for the complete story today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 


A Chilton Publication 
Chestnut & 56th Sts., Phila. 39, Pa.—SHerwood 8-2000 


New York Providence Chicago Los Angeles San Francisco 
100 E. 42nd St. Indus. Bank Bidg. 360 .N. Michigan 198%. Alvarado 1355 Market 
OXford 7-3400 GAspee 1-528) RAndolph 6-2166 DUnkirk 7-4337 UNderhill 1-9737 
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IDEAS THAT PAY (continued) 


@ Rings for His Finger: In an effort to 
stimulate sales of men’s rings, Anderson’s 
Jewelers of Geneva, Ill., hit upon a novel pro- 
motional idea. 

Periodically the store has a window display 
of rings “For Men Only,” gathered from al! 
over the world. These displays are advertised 
in the newspaper, with the suggestion that 
the males in the area come in and look at 
the large selection of rings carried by the 
store. Other ads appeal to antique-collectors 
to loan old rings for use in a “Men’s Rings 
of the Past” exhibition. Attention-getting 
displays have attracted numerous viewers- 
many of whom stayed on to buy rings for 
themselves. 


@ Old Diamonds in New Settings: Selecting 
a specific market for jewelry modernization 
services has paid off for Donald Pick, a jew- 
eler in Denver, Colo. Business executives, he 
says, are the category most likely to be in 
the age bracket to own old-fashioned but 
valuable jewelry, and to have the means to 
afford having them remodeled. 

Pick advertises in a Denver business news- 
paper that is circulated among men in the 
upper income group. The ads offer to submit 
“designs and estimates without obligation for 
refashioning your old jewelry into distinctive 
modern creations.” The store windows display 
four to eight examples of typical moderniza- 
tion projects. Modernization volume increased 
by more than 50 per cent the first year, and 
another 25 per cent the following year. 


@® No Trophy Atrophy Here: Without promo 
tions, sales campaigns, special price incen- 
tives, or an especially large inventory, Moon 
Jewelry Co., of Panama City, Fla., has become 
a “trophy center.” Everybody likes recogni- 
tion, reasons owner Bud Tidus and he caters 
to this yen. 

Whenever he fills a trophy order, no matter 
how insignificant, Tidus shows the trophy, with 
its engraved lettering, in the window. Usually 
he attaches a hand-printed sign, explaining the 
award, with the names of both recipient and 
giver. Maybe the newspapers won’t note the 
fact that Mrs. Jones received a trophy for her 
church solicitations or that Sally Smith won an 
award from the Girl Scouts, for selling the 
most magazine subscriptions in a year. But 
thousands know when they see the trophies in 
Tidus’ windows. Some weeks six trophies are 
shown. 





MIDGET ADS THAT SELL INTEGRITY 

(continued from page 79) 

velop summer ailments receive the attention of 
trained watchmakers ... and there’s always a 
flurry of engraving orders ... We’re at your 
service!” 

On Thursdays, silver, china and crystal are fea- 
tured—and the ads appear in the foods section 
on a page devoted to special news by the food 
editor. 

For instance, the ad entitled: “‘“Good Mixers:”’ 
“‘Remember the gaudy gift from Uncle George 
that you put in the attic? That doesn’t happen 
to things chosen here for the home. Every day 
is gift day for some home in these parts and 
Cave’s is the source of many of the welcome re- 
membrances. For example: Royal Doulton and 
Italian figurines ... silverware .. . service 
plates...” 

Or, the “Quality Never Lets You Down” ad, 
which said: “‘Cave’s Jewelers, constantly search- 
ing for that something different, cordially invites 
you to come in and browse among the finest in 
silverware, china and crystal... There are times 
when it’s wise to use caution and examine care- 
fully the things you are frantically urged to buy. 
Be wise and buy Quality .. . It carries no 
regrets 1 

Mr. Cave feels that his “little ads’”” perform a 
valuable service in creating in the reader’s mind, 
a continuing—and correct—picture of the store, 
its upright policies, helpful personnel and high 
grade merchandise. 

“We don’t permit pressure tactics in our ad- 
vertising or over the counter,” Mr. Cave points 
out. “‘We just tell our customers the facts about 
the merchandise, advise them impartially and 
leave the decision up to them. Since ‘a man con- 
vinced against his will is of the same opinion 
still,” the purchase might come back—but the 
purchaser might not.”’ 

[It’s a soft sell—at little cost—which works fine 
for Cave’s. If yours is an old-line, cash store, it 
might answer some of your advertising problems, 
i 
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President’s Chain of Office 

On state occasions Lake Erie College President 
Paul Weaver wears around his neck a unique 
badge of office designed by an alumna of the 
Painesville, Ohio, college. 

Fourteen precious and semi-precious stones set 
in the chain symbolize the departments and 
groups making up the college—faculty, student 
body, etc. 

The founders (ruby) come off better than the 
alumnae, who must make do with garnet. Gold- 
smith William N. Provenzano made the badge. 
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For the BASKETBALL ARMY 


” Bisher 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


). M. FISHER COMPANY, Attleboro, Mass. 


SALESMAN 
WANTED 


FOR MISSOURI, KANSAS, NEBRASKA, 
1OWA, MINNESOTA, THE DAKOTAS 


The man we are looking for is a top-notch 
salesman with an_ established following 
among better retail jewelers. He will carry 
the world's most complete line of selfwind- 
ing watches for men and women, starting 
at $67.50 retail. Write in confidence at 


once. 


MIDO WATCH COMPANY OF AMERICA, INC. 
580 Fifth Avenue, New York 36, N. Y. 








Elliott Jewelry Co. saleswoman points to the free engraving done by the store 
on a trophy purchased for the winner of a woman’s club cake competition 


Club Market a ‘Natural’ 


for Sterling Hollowware 


® A MISSISSIPPI JEWELRY STORE has boosted its sales of sterling 
hollowware 50 per cent in two years by making a strong bid for 
the club market. 

For years Elliott Jewelry Co., of Biloxi, Miss., has devoted a great 
deal of space to hollowware, both sterling and plated, extolled its 
virtues to brides, and advertised its desirability as Christmas, anni- 
versary, and birthday gifts. 

The line moved, but not fast enough to satisfy J. E. Elliott and 
Paul DeFrank of Elliott Jewelers. 

Then... “Two years ago we had something of a brain storm,” 
DeFrank says. 

Profit followed hard upon the heels of the brain storm, and “Now 


(please turn to page 140) 
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your biggest profit potential in years in 


COMMUNITY* 


the finest silverplate *TRABEMARES OF CREDA LTE 
FERRIJARY . 125 





‘The look of sterling at 





designed for sales 


Now ... with new “Song of Autumn’ you can sell the 
look, the weight, the lifelong luxury of sterling—at a 
silverplate price! Invite your customers to try and tell 
them apart. It’s a great point-of-sale idea! “‘Song of 
Autumn” has all the marks of fine sterling . . . from the 
delicacy of the wheat motif to perfection in proportion. 
‘Song of Autumn” in Community,” the finest 


silverplate, sells at a glance... at a touch! 


“TRADEMARKS OF ONEIDA LTC 


NEW SALES BUILDER 


40-Piece Set for 8 52-Piece Set for 8 


introductory price $49.75 Introductory price $75.00 


These pieces come in a handsome gift pack The standard 52-piece set is packed in a 

age...16 teaspoons, 8 knives, 8 forks, 8 handsome gift package at this low, low price 

salad forks. Chest $12.50 extra 76-piece service for 12 in gift package, only 
$115.00. With Deluxe Drawer Cabinet in rich 
mahogany or fawn finish at the regular price 
of $89.75 or $129.75 respectively. 


allie o) 41% -5-¥e-1010)(-10) an comivl | Mmeg-lel-melt-inelslale 





one quarter the price 


packaged for profit 





Hostess gifts, shower ideas, prizes—all underscored with the 


look of sterling. ““Song of Autumn”’ is ready to build traffic, 





act as your “‘silent salesman”’ in the home. For instance: 





Bonbon or Nut Server. Special introductory price 69¢ 

Makes an ideal “‘sampling”’ piece and at regular profit to you! 

Display it prominently in your department. Watch results—on 

‘Song of Autumn.” Sold in assortments of 2 dozen with free display card. 


$-pe. matching Party Set— 
Special Price $3.95 
Imperial glass divided 

dish with matching wheat 
pattern. Iwo attractive 
serving pieces in “‘Song of 
Autumn.” Great for jellies, 
pickles, dozens of things! Sold 
in assortment of 6 with free 
display card. 


PLUS NEW 


“SONG OF AUTUMN’ ’ children’s silverware 


6-pc. Progress Set 
with Feeding Spoon, Sf poem : 
4 ’ ; 2-pc. 
2-pc. Baby Set, ee | Pe Seay Set Fe a 
out hun. tiniie teat Df / fem Spoon and Fork y > 
ite | whey ” Consumer $2.75 ‘ 
Consumer $8.50 . ; - ides om 4 ‘ 


Feeding Spoon 
Consumer $1.50 


“Song of Autumn” children’s silverware is “S 3 ) 3-pc. Primary Set: 
available in Community’s new pink and biue SS if. Cup, Spoon and Fork 
gift boxes with velvet lining. Display cards ~S A) A ’ Consumer $6.75 
free with assortment at $36.75 retail. ™ : 





Meet your 10 top salesmen for 


SONG OF AUTUMN 


I 


(*¢ IMM INTTY THE FInEST SItVERPLATE Dis) 
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Full-color ads! Full page! Will announce Community’s new “‘sterling look’’ in 10 top 
consumer magazines... to more than 51,090,000 readers. Pinpoint your store even more 


fs 


with eye-stopping sales aids: (1) Eye-catching window banners 24” x 9” (2) Colorful 
l1°°x 14 


folder of selling points for salespeople (5) Consumer circulars for counter use (6) Free 


; 


‘ad reprint for counter or window (3) Handsome chest display (4) 4-page 


newspaper mats and radio scripts. Contact your Community representative or 


distributor now. You'll have dozens of ideas to make this your most profitable campaign. 


ONEIDA SILVERSMITITHS 


makers of distinctive tableware 


&& *Trademarks of Oneida Ltd., Oneida, N.Y. 
HEIRLOOM”® STERLING COMMUNITY” SILVERPLATE ONEIDACRAFT™® STAINLESS TUDOR* PLATE ONEIDA COMMUNITY ONI IDA* DINNERWARE 





Table top fashions 


Stylized white flower cupped in green leaves 
supports life-like bee in new “Bee” line of table- 
ware from Geo. Zoltan Lefton, Merchandise 

“It’s a Breeze’”’ pattern on Franciscan White- Mart, Chicago. Part of line shown includes tea- 
stone Ware has trailing brown vines with blos- pot to retail for $3; sugar and cream, $2. 
soms in turquoise and olive green; 16-pe. set 
$12.95 retail. Made by Gladding, McBean and 
Co., 2901 Los Feliz Blvd., Los Angeles, Cal. 


‘Rose” compartment tray with its center 
dip bowl is in Spode’s Imperial earthenware 
without any decoration; set may be retailed for 
$7. It is carried in stock by Copeland & Thomp- 
son, Inc., of 206 5th Ave., New York. 

Sterling coffee service with ivory handles in 
contemporary design from David-Andersen fac- 
tory in Oslo; pot retails for $160, sugar bow! 
$25, creamer $55, plus tax. From Norwegian 
Silver Corp., 290 Madison Ave., New York. 








‘*Polaris’’—modern in styling is this new pat- “Delphine” design in Companion Crystal from 
tern in fine china showing three stylized stars, Germany hand-cut to match “Delphine” pattern 
edge and verge lines, all in platinum; 5-piece in Franconia china; retail $1.95 each. From 
place setting $14.95 retail. Made by the Syracuse Herman C. Kupper, Inc., 39 W. 23rd St., New 
China Corp., of Syracuse, N. Y. York. 
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House Beautiful 
xclusive 





in the Home Field 


or Coalport China 
and Webb-Corbett Crystal 


Writes Mr. Morris Orenstein, V.P of Camden Hall: 
“In our book. House Beautiful stands alone in 
positive magazine values. From our own recent 
experience, the consistent campaign in House 
Beautiful—exclusive in the home field—has resulted 
in a marked increase in sales 

“And no wonder! House Beautiful’s quality image 
is just the backdrop we want for our fine quality 
china and crvstal. Your readers are exposed to 
quality from cover to cover. They recognize and 
respond to quality sales messages 

“What's more, your influence in the trade is 
remarkable. We find that our advertisements in 
House Beautiful open up additional distribution 
channels for us. We can count several direct orders 
from retailers as a result of our House Beautiful 


advertisements. 


Keep up the good work.” 


5-pe. place sett; 
of full lead, hand-blown 


Shown - Leonore, £. 


CAMDEN HALL « 49 Ww 


U2. Agente / Coaipert & Raye 


, COALPORT... superb English bone 
incomparable beauty and design. Sho 
hg, $25.00 WEBR CORBETT.. 


china of 
wn : Sonnet. 


: - Classic elegance 
snglish cut crystal. 


op TEE we ie 
.25 Der goblet. een 


EST 23RD STREET, NEW 


Md - 4 
-anidon English Bane China 


YORK 10, N.Y. 
/ Webs Ceorbete Crystei 


First and foremost in the home field, House Beautiful 
serves its advertisers with by far the most effective, 
efficient media values. House Beautiful is the No. | 
Sales Medium in its field because its readers are first 
to buy and first to try products for the home, as adver- 
tisers—like Coalport China and Webb-Corbett Crysta! 
discover. So by whatever measurement of magazine 
performance: Audience (800,000 Pace Setting families); 
Income ($15,715 annual average); or Buying Activity 
in the market place, House Beautiful is your prime 
market, too. 


Sells Both Sides of the Counter 


muse beautiful 


A HEARST KEY MAGAZINE « 572 MADISON AVENUE. NEW YORK 





‘Table to 


“Fairfax” is one of seven introductory pat- 
terns in new English translucent china line by 
Doulton & Co., Inc., 11 East 26th St., New York. 
It within rim with 


gold band; 5'4-pe. setting $14.95 retail 


shows gold garlands rice 











New “V-Line” 
from 
$6.50 retail, 
retail $3.50. 


Dow-Fenton. 


in Hovmantorp-VanDow glass 
“Saturn” LO” at 
three ‘‘Mars”’ vases, 8” 
and 14”, $13. Sold by Van- 
Fifth Ave., New York. 


has two vases, 
lo 


11”, $7; 


Inc., 225 


Sweden 


$8.50: 


New “8+1” Hostess Set consists of the usual 
8 decorated tumblers plus a fitted into 
a special gift box; comes in two different pat- 
terns, $4.50 retail. From Libbey Div., 
Owens-Illinois Glass Co., Toledo, O. 


“spare” 


Glass 


p fashions 


Bon bon dish in Pasco crystal is hand-cut in 
all-over pattern of fine diamonds; 5” in diam- 
| retails for From 


& Co., Ine.. 19 E. 26th St... New York 


Be se wie yey on r>. . 
' r, tne adisn S9. raul 


Straub 











For traditional Seder service, 16” plate and 
6 bowls in Royal Cauldon English earthenware 
tells Passover story in and 12- 
color pictures; retail $35; case $4.95. From 
Camden Hall, Inc., 49 W. 23rd St., New York. 


Jewish words 





Three-quart ice bucket is in Ebonite in new 
gold-flecked smoke color with white plastic liner 
and brass-finished trim; retail $5.50. 
Fred Press and made by 


the Styson 
Products Co., 132 W. 21st St... New York. 


Designed 
Art 


by 





DELIVERY 


ode 


THE PV FINE ENGLISH 


DINNERWARE 


Need it in a hurry? You'll get it 
in a hurry—from our completely 
stocked New York warehouse! 


Chatham (‘Bone China ) 


wholesale distributors: COPELAND & THOMPSON, INC. 206 FirtnH ave., N.Y. 10, N.¥ 


FRANCONIA CHINA 


One of Europe's Finest 


“PALLADINA” 


Platinum Popularity in a Franconia “best seller!” 


Tasteful simplicity is combined with the elegant detail of dainty 
blossoms latinum panels and accented with Platinum 
bands to create a gadroon border of exceptional beauty on pure 


“ELDORADO . same pattern with 


reserved in 
white translucent porcelain. 
Gold instead of Platinum 


5-pc. Place Setting with 1034" dinner plate: 
either pattern (slightly higher South & West}. 


AT THE NEW YORK GIFT SHOW: 
Trade Show Bldg. Room 642 — Feb. 21-26 


HERMAN C. KUPPER, INC. 


$13.95 Retail 


for 


132 











39 West 23rd St., N.Y. 10, N.Y. 
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Dinnerware, Glassware and Gifts 





by Madeline Love 


JC-K gifts editor 


Atlantic City Show 
Features Lavish Colors 


@® REGISTRATION at the second Atlantic City 
China and Glass Show, which opened Jan. 3, was 
maintained at just about the same level as that 
of the premiere in 1959. Initially, much of the 
registration was from relatively local areas, but 
as the week wore on, buyers came in from all over 
the country. There was, however, sufficient dis- 
satisfaction with the early induce a 
change for next year. The board of directors 
voted to hold the 1961 event a week later—Jan. 
8 to 13. At that time, too, the vast program of 
renovation going on at Convention Hall will! be 
completed, and both exhibitors and retailers will 
find themselves working in a sparkling new and 
convenient atmosphere. 


dates to 


The overall style picture presented by the dis- 
plays of dinnerware, glassware and accessories 
was the lavish use of color. This was particu- 
larly true in the categories of casual china, mela- 
mine, and in glass drinkware and decorative 
pieces. In fine china, the colorings were somewhat 
more subdued, most of the new patterns combin- 
ing richness with delicacy. Often used here were 
tones of gray, beige, and a color spectrum rang- 
ing from deep burgundy to palest mauve. This 
last coloring style represented one of the few defi- 
nite trends to be observed at the show. Another 
was pumpkin, usually seen in accessory items, and 
bittersweet, which appeared in both ceramic and 
glass bodies. The blues and greens which came 
into such popularity at last year’s show were seen 
again here but not to such a wide extent. 

Dinnerware decorations tended in two different 
directions and both appeared to be equally ac- 
cepted. Patterns were either classically simple— 
the Greek key, for instance, was used in several 
designs and so were the arabesques—or they were 





An Important Quality 


of Sterling Suver 


is Human 





? 


It is the human quality that gives to sterling its enduring appeal, 
its beauty of form, of final finish and perfection of manufacture. 
Only true craftsmen can work and shape sterling, giving to it 
the lifelong qualities that make silver the prideful possession of 
millions of American families. 

The modern silversmith has many skills not easily come by— 
his integrity, craftsmanship, long experience and versatile design 
abilities are but a few of the ingredients which help create the 
universal demand sterling always enjoys. 

Handy & Harman, asa principal supplier of virtually every form of 
sterling for the manufacturer, is proud to be part of this picture. 


Your No.1Source of Supply and Authority on Precious Metals 


HANDY & HARMAN 


General Offices: 82 Fulton St.. New York 38, N.Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Calif. 
New York, N. Y. « Providence, R. I. « Toronto, Canada 





richly traditional. Small, delicately-drawn designs 
were frequently to be seen, circling either the 
shoulder or the rim of the plate. And the rose, 
always a favorite but pushed slightly into the 
background during the past couple of years, en- 
joyed a revival of interest in many display rooms, 
sometimes naturalistic in drawing and sometimes 
stylized. 

In stemware, most of the new shapes were sim- 
ple in line and were shown either undecorated or 
with small cut designs. Sometimes a narrow band 
of gold or platinum has been added to the rim. In 
addition to stemware, one well-known glass house 
introduced a line of garden club flower holders 
(described elsewhere in this column), and another 
brought out a new grouping of handsome can- 
delabra. 

One of the highlights of the displays was the 
new line of translucent china just introduced by 
a prominent English pottery which has hitherto 
made only bone china and earthenware. This line 
was discussed in our January issue. Also of much 
interest was the line of American-produced fine 
china introduced to the press a few months ago 
but making its first appearance at this show. 

The week’s big social event was the dinner- 
dance given by the show’s sponsor, the China, 
Glass and Pottery Association of America. Guest 
of honor was Albert Weber, president of Herman 


C. Kupper, Inc., importers of china and glass. Mr. 
Weber, born in Switzerland 76 years ago, has 
been in the china business almost all of his adult 
life, most of the time with the Kupper organiza- 
tion. He became president when Mr. Kupper died 
several years ago. At the dinner, he gave a short 
talk on the background of his life in the business, 
and he introduced one of his guests, Richard 
Krautheim, president of the Krautheim china fac- 
tory in Germany. This factory makes Franconia 
china, for which the Kupper firm is the American 
distributor. William J. Carey, president of Doul- 
ton & Co., Inc., and also president of the China, 
Glass and Pottery Association, presented Mr. 
Weber with a sterling silver Revere bowl, suit- 
ably inscribed. 


HE GROUP of garden-club flower holders men- 

tioned above was introduced by the Fostoria 
Glass Co. It includes 18 basic types of flower 
containers, all approved by garden club experts 
in various parts of the country. Six of the shapes 
are square, for medium-height arrangements; six 
tall, for vertical; and six horizontal, for low 
groupings. All are done in a variety of colors 
carefully chosen to blend with flower tones. 
T HE GEO. BORGFELDT CORP., New York importers 

of china, glass and toys, will move from 44 E. 
23rd St. to 1107 Broadway, according to an- 





No. 7032 


66 Fort Point Street 





BUEHNER-WANNER, Inc. 


-=DURABRASS 


Shown at 
all major 
gift shows 


oe 


Catalog 
on request 


No. 7041 


East Norwalk, Conn. 











Dusts showcases sparkling bright 
without a speck of lint in sight! 


NEW 
SCOTCH BRAND 
Dusting Fabrice No. 550 


Oo 
Ip 


New ‘“‘wonder fabric’’ has hundreds 

of tiny dust traps that catch dust and hold it 
—instead of scattering it around. Soft 
synthetic fibers can’t scratch the finest finish, 
leave no lint, no oily film! Roll of 60 big 
dusters only $1.98. Ask your office supplier for 


new “SCOTCH” BRAND Dusting Fabric. 
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| nouncement made by Hugo Bader, president of 
EBELING 4 Mathys CO. | the company. The move will be made about April 
k 1, and it will be the firm’s first change of location 

makes in 29 years. They will occupy the entire fifteenth 


designer-consultant floor of the building. 


MURIEL NELSON 
your star 
salesperson! 


— AND HOME magazine designed this table 
setting around the “Burgundy” pattern in 
Royal Doulton’s new line of English translucent 
china. Set for the bride’s first Christmas dinner, 


the arrangement is keyed to the grape tones of 
the pattern, with a deep purple linen cloth and 
the Fostoria Glass Co.’s “Classic Amethyst” glass- 
ware. Reed & Barton’s “Burgundy” pattern in 
silver is used, together with Royal Doulton figures 
and Gorham silver candelabra decorated with 
pink carnations and pink Christmas balls. 


_ FORGET that the Chicago Gift Show has 
been shortened this year from 11 to eight 
days—February 7 to 14. On the intervening 
Saturday, usually a “Closed Show” day, exhibit 


rooms will remain open all day. A buyers’ break- 
fast will be held February 10 in the Red Lacquer 
Room of the Palmer House, and the traditional 
dinner dance is set for February 1 in the ball- 
Over 1,500,000 decor-conscious room of the same hotel. The Discovery Room, 
which will be located at the LaSalle Hotel, will 
WOMEN will discover why this talented designer have as its theme the big gift potential of the 


selects “Platinum Elegance” by Schumann in the June bridal season. 
Early Spring issue of MODERN BRIDE... and “Silver february 1 to 14 are the new dates for the 
Glory” by Jaeger in the April HOUSE BEAUTIFUL for china, glass and gift market to be held by the 


gracious dining. And it means BIG VOLUME for you. loth Floor Merchandisers , lub = the Merchan- 
dise Mart, Chicago. The original dates were 


February 7 to 19. The Show will be open on both 
Ebeling and Reuss Co.'s coast-to-coast consumer ad- intervening Sundays, February 7 and 14. 


Powertul selling aids enable retailers to tie-in with 


vertising. For details on how you can cash-in on this 


profitable promotional program, write today to: \ CHANGE IN LOCALE has been made by the 
Seattle Gift Show, to be held February 21 


EBELING & RE USS Coa, to 24. After using the Seattle Civic Auditorium 


Importers of fine china and glassware since 1886 for many years for its booth exhibits, the Show 
Fifth and Locust Streets, Philadelphia 6, Pennsyivania | has finally outgrown that spot and this year will 
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about $6.00 retail when ordered in master cartons of eight sets each, gift boxed 


Quality and beauty are expected by every 





discriminating shopper, but the outstanding store 
h 


as more to offer with the Silver City line. 





The unusual Talisman set illustrated is one of many 
cut crystal items available. Other pieces with 
sterling silver, 22 carat gold or hand cut decorations 


lend distinction to the finest stores. 


ON sere 


ROW TARH'SH 


SILVER CITY GLASS CoO., INC., MERIDEN, CONN. 
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YOU CAN SELL A QUALITY 


l/ JEWEL WAICH 


4 for only « 4)? hy 
, Keystone plus 


Why sell a no jewel pin lever, 
when Esquire offers precision 
jewel lever escapement watches 
for as low as $12.50. 
Esquire’s line of 17 jewel 
water resistant, Incabloc, 
lifetime mainspring with 
sweep second center is 
your answer to selling a 
dependable low priced 
watch. 
Write today for full 
Tehielassr-idleam-lslem eidie-m ie 


31 West 47th St., New York 36, N. Y. 





Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2 NJ. 


| ARCH se ") J, tags 
PLASTIC : 
IN ALL COLORS 
PARCHMENT | 
PLAIN or PRINTED 


be on display in the new National Guard Armory. 
The move gives the Show more than twice the 
space available at the Auditorium. 


HE NEW president of the 225 Fifth Avenue 

Association, New York, is James Reynolds, of 
the Robeson Cutlery Co., Inc. Other officers 
chosen at the same meeting were Leo Roos, of 
Weil Ceramics and Glass, Inc., vice president; 
Howard Skinner, of S. P. Skinner Co., Inc., treas- 
urer; and William S. Preston, of Preston Adver- 
tising, secretary. Board members are Harriet 
Chapman, Jack Sherman, Phil Sherman, Svend 
Jensen, Alfred Knobler, Walter Hatch and Robert 
F. Brodegaard. 


HIS NEW DISPLAY UNIT has been created by 

Oneida Silversmiths for their Oneida Premier 
line of high-quality melamine dinnerware. All 
five current patterns can be shown on the unit, 
which is free to dealers with minimum orders for 
any two patterns and selected serving pieces. 


oo GE E. WEIGL, of New York, who for some 
vears has distributed Lifetime melamine din- 
nerware in all channels of trade other than retail- 
ers and jobbers, has terminated his connection 
with the Watertown Manufacturing Co., 
of the ware. George N. Wilcox, director of mar- 
keting for the firm, has announced that Weigl’s 
sales activities will now be assumed by Lifetime’s 
regular sales representatives. The national sales 
office has been transferred from 230 5th Ave., 
New York, to the Lifetime plant at Watertown, 
Conn. 


molders 


ILLIAM T. POMEROY, of the Sterling China 

Co., East Liverpool, Ohio, has been elected 
president of the United States Potters’ Associa- 
tion, succeeding John George, of the Canons- 
burg Pottery Co. J. H. McClelland, of Uni- 
versal Potteries, W. L. Smith, of Taylor, 
smith & Taylor Co., W. V. Oliver, of the French 
Saxon China Co., and Dick Brian, of the Harshaw 
Chemical Co., were named vice presidents; W. A. 
setz, secretary-treasurer. 





“that 
sure moves!” 





You can say that again! 


Sales more than doubled in 








two years! And Carefree, the 





sweetest, surest, fastest-selling 


casual china line in the business 





today, is still on the move! 
Need we say more? 


Go with it! 
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ALL PURPOSE TRUE CHINA 


SYRACUSE CHINA CORP., SYRACUSE 1, NEW YORK 





Be individual... 
at no extra cost! 


Choose from 
attractive 
patterns and 

finishes 


U) Newly available colors 
copper and gold 
plus silver and special colors, too! 


Widest selection in folding 
giftware boxes... over 100 sizes. 
e Expansion style means 

you stock fewer sizes 

e Free imprinting of your store 
name or insignia 


e 10% plus 5% discounts— 


freight allowances. Write for FREE catalog. 


Gift Box Gorporalion of America 


YW 
225 FIFTH AVE., N. Y. 10, N. Y. “lt TS 


SUITE 1229C 


.\ 


ry pu : wi 


is 
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First Desk Set with 
$1.00 features for. . 


Truly a handsome, well made set, with your 
gold imprint (5 lines maximum in block, 

or italic) on base, plus Free gift box 

order, 100. t-col. Newspaper mat sent free 
for your promotion uses. 

Several ways desk set is being used 


TO OPEN NEW ACCOUNTS. TO RE- 
OPEN CLOSED ACCOUNTS. OLD CUS- 
TOMERS NIGHT. BUILD UP REPAIR 
DEPT. FOR GRADUATION. 

Refills 10¢ ea. in red, green, blue. Desk Pen 
and base colors: BLACK—IVORY— 
RED—BROWN (or asstd.). if order 
doesn't specify color, we ship all black 
Terms: Net {0 days F.0.B. Factory. 

3 wks. delivery. 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville Tenn 


In Hundred Lots 


Shipment 
prepaid if 
check accom- 
panies order. 
Write for 
FREE 


sample. 











IT WILL PAY YOu 
TO INVESTIGATE 





pr tceintee MILLS 
A Ley Yate 
le ading ln? P 
priced from $1.95 
to $24.95 








Smart buyers 
know that the 
f nes sf Pepper 
Mills car ry tne 
Oide Thompson 
abe Be sure you 
stock and sell 
the fines ft 

0 ideé The IMmMpson 
M echanism 
guaranteed. 





Write for 


illustrated catalog 509 Mission St 


THE GEORGE S. THOMPSON CORPORATION 


South Pasadena, California 
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CLUB MARKET FOR STERLING 
(continued from page 124) 


we are selling more sterling hollowware to wo- 
men’s clubs than to the general public, our volume 
has increased by more than 50 per cent, and 
every month brings us additional prospects.’ 

It all started when a woman customer ordered 
—for the second year running—a sterling com- 
pote engraved with a message of thanks to the 
outgoing president of her bridge club. 

When she remarked that sterling hollowware 
was “one of the nicest gifts which the club had 
ever given a retiring officer,” Elliott and DeFrank 
decided it was high time they investigated the 
potentialities of the club market. 

They found that in Biloxi (pop. 37,450 in 1950) 
there were more than 25 women’s clubs—musical 

charitable organizations, bridge clubs, 
clubs, business women’s clubs and many 
and at least a dozen men’s clubs of equal 


groups, 
flower 
more 
variety. 

Elliott and DeFrank immediately 
tacting club officers and members, 
them in person with samples of sterling hollow- 


began con- 
calling upon 


Ware. 

“We met with a highly interested response in 
each case,” DeFrank says, “and a lot of women 
placed immediate orders.” 

They stressed the permanence of a 
sterling hollowware and its value as a memento 
to an outgoing officer or as a trophy for bridge 
tournaments, etc. 

Every club contacted produced a customer, De- 
Frank says, attributing this in large part to the 
Elliott company’s offer of free engraving. “Once 
an engraved sample is shown, the average pros- 
pect is so delighted there is little quibbling over 
price or requests for club discounts or any other 
such profit-killing arrangements.” 

The Elliott company bought an automatic en- 
graving machine to handle economically the four 
or five club orders for engraved sterling hollow- 
ware that have been coming in weekly. 

“The important thing is that once we have sold 
the club on the handsomeness and propriety of a 
sterling silver gift of this nature, the relationship 
is likely to continue,’’” DeFrank says. “‘We have 
sold a dozen items to a single club, and I would 
estimate that 90 per cent of those who are on our 
customer list now will buy at least one piece of 
sterling hollowware per year in the future.” 

Nut bowls, fruit bowls, sugar and creamers, 
pitchers, and trays are front runners with the 
Elliott company’s club trade. Cultivating that 
trade, using the special appeal of free engraving, 
has moved the sterling hollowware line just as 
fast as Elliott and DeFrank always thought it 
should move and has begun to bring in a number 


gift of 


| of unsolicited requests for sterling hollowware. 
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You get more to sell in a General Electric clock 
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THE DECORATO 
AT A LOW, LOW *5.98° 


GENERAL ELECTRIC CLOCKS TO BE WIDELY ADVERTISED! 


Big Sunday magazine spreads 


i brand new way to put you! kitchen ( lock sales on 


Here s ; 
the sunny 
| clock 

It’s 


made 


°s new Decorator model 
into the 
for 


and priced 


side, Its Genet | electric 


destined to bring the decorator lool, 
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for volume selling. 


The Decorator will be a “hot number” on other counts. 


red and white yellow 


? It’s 6! 


It's color-stvled for everyone. 
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A complete store gift wrapping department 
in one compact fixture! 
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Your regular wrapping counter is trans- 
formed into an efficient, gift wrapping 
station when you set up this remark- 
able TIE-TIE portable bar. Smaller 
than four feet high and three feet wide, 
it occupies a minimum of counter 
space. Yet it accommodates all the 
paper, ribbon, pre-made bows, cello- 
phane tape and scissors for a com- 
plete, self-contained gift wrapping sta- 
tion! Write for complete details now! 


‘7 
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@ Constructe 
@ Ho! 


of sturdy tubular steel. 

ds up to 48 bolts of Satintone 
' DDO . 

@ Has 4 sets of wrap-roll mounting bars 
ind cutter blades; accommodates 4 
half-ream rolls or 3 full ream rolls. 

@ Complete with scissors. 


@ Can be bolted to counter. 


Special Introductory Price! 
With a minimum order of 4 half- 
ream or full ream wrap rolls and 48 
bolts of Satintone or Ribbonnette 
gift ribbon .. .$42.50 


CHICAGO PRINTED STRING COMPANY 

2300 Logan Bivd., Dept. JC-K-20 

Chicago 47, Ill. 

lam interested in your Portable Gift Wrapping Bar, 
Have yo 

[j Please send me complete information. 


Uf represent itive . sit us. 


Name 





Firm__ 





Address 





City Zone____ State 











DIAMOND SALES HIT A NEW ALL-TIME HIGH IN 1959, according to year-end reports of 
the Central Selling Organization in London. The unit of DeBeers Consoli- 
dated Mines, Ltd., said that sales of both gem and industrial stones 
totaled $255.2 million, a 39 per cent increase over total sales in 1958 and 
a gain of 18 per cent over '57 sales, which set the previous all-time 
high. Largest sales gain was in natural induStrial diamonds, which were up 
74 per cent over 1958, and totaled $78.7 million. Sales of gem quality 
Giamonds were $176.5 million in '59, 27 per cent above '58. DeBeers Says 
Sales of diamonds from African producers account for more than 98 per 
cent of the world production. 


"1959 WAS THE BEST YEAR YET. 1960 WILL BE EVEN BETTER." This is the forecast of 
Secretary of Commerce Frederick H. Mueller in his annual New Year's Day 
predictions. Specifically, here is what Mueller and the Commerce Department 
have to say about the outlook for the jewelry-making industry and for the 
table flatware and hollowware industry: 


JEWELRY-MAKING INDUSTRY SHOULD REMAIN STRONG IN 1960, may Surpass the volume 
level reached in 1959. Individual manufacturers are moderately optimistic, 
because of sample orders already placed for spring 1960 delivery. Makers of 
low= and medium-priced jewelry anticipate continued pressure from imports, 
are less optimistic. Some expansion of export business is foreseen. 


TABLE FLATWARE AND HOLLOWWARE INDUSTRY SHOULD INCREASE 5 PER CENT in sales 
in 1960 over 1959 sales. The quota limitations on Stainless steel tableware 
imports set by President Eisenhower on Nov. l, 1959, should aid U. S. 
makers. Little if any increase iS expected in production of silver plated 
flatware. Sterling silver flatware is expected to increase about 5 per cent 
in 1960 sales over 1959 ones. Hollowware production should grow 5 per cent, 
although imports here are hurting producers of club hollowware. 








AMOUNT OF SILVER USED IN THE ARTS AND INDUSTRY IN 1959 JUMPED 13 PER CENT over 
usage in 1958, according to Handy & Harman, large refiner and fabricator 
of precious metals. The present rate of silver consumption should be 
maintained in 1960, Handy & Harman feels. 


RETAIL SALES IN 1959 HIT A RECORD $216 BILLION, up 8 per cent from 1958, according 
to the Commerce Department. November sales were $17.8 billion, and December 
Sales were $17.6 billion, the same in the latter case as the sales in 
December 1958. Retail sales by jewelry stores in November 1959 were 2 per 
cent less than in November '58. 


THE RUSSIANS ARE CHECKING INTO U. S. OUTLETS FOR THEIR WATCHES. Amtorg, the official 
soviet foreign trade agency, has been advertising in New York newSpapers 
for distributors to handle their "line" of watches for men and women. 
Amtorg iS expected to begin an advertising campaign here to introduce 
the lines, which reportedly would range in price from $19 retail to about 
$60. Watches come in stainless steel, gold plate, karat gold cases. 
Russia is also reportedly stepping up its diamond mining operations, 
expects to become self-sufficient in industrial stones by 1965. 


GIA HAS ANNOUNCED PLACES AND DATES FOR ITS 1960 DIAMOND EVALUATION CLASSES. The 

one-week classes, open to any jeweler, cover diamond grading and the 

GIA appraisal system. The places and starting dates: Los Angeles, Jan. 25; 
New York, Feb. 1; Washington, Feb. 8; Atlanta, Feb. 15; Indianapolis, Feb. 
22; Columbus, Ohio, Apr. 18; St. Louis, Apr. 25; Kansas City, May 2; Tulsa, 
May 9; New York, May 23; Detroit, July 5; Minneapolis, July 25; Milwaukee, 
Aug. 1; New York, Aug. 22; Los Angeles, Aug. 22; Phoenix, Sept. 12; Denver, 
sept. 19; Dallas, Sept. 26; Omaha, Oct. 3; Des Moines, Oct. 10. 
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\ is the jewelers —, 


most valued 
asset... 


A customer may forget the bargain price 
paid for a watch—but will never forget or 
forgive the jeweler who sold him a watch 
that did not fulfill its promises. 


~ 
~ 
~ 
~ 


Zodiac promises the jeweler— 


Superbly designed prestige * watches for 
\, men and women with “room to breathe” 
‘profit markup. Sold only through exclu- 
sively franchised jewelers with full profit 
protection. Pre-shipment testing and tim- 
ing. Nationally advertised the year ‘round. 
Complete dealer aid kits. Retail price 
line from $49.75 to $2500.00 (Fed. Tax 
Included ) 


ZOGIAC promises the customer— 


A superbly designed precision watch with 
an “honest-to-goodness one year fuaran- 
tee. A selection from the most complete 
automatic watch line available. A watch 

that will serve truthfully under most trying , ; 
Beas \ For exclusive 
conditions and over a long span of years. cee | 
7 franchise information 


and catalogue, write: 


be Wor automatic uatehes | 
 % es Ff % a % 2 


Bay er BEE Gs, 
% Bid Bh, 
_— ; Nese F el 


15 West 44th Street, New York 36, N. Y 


Federal Railways 
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The 1960 political scramble: legislative 
boon to consumer, but not to business 


Congress is back to work at 
what may be the most whirligig 
25. It'll 
be a year, very probably, in which 


political year in the past 


consumer is king. 

With the presidency, vice-presi- 
dency, all seats in the House and 
one-third of those in the Senate up 
for election-year grabs, lawmakers 
must concentrate heavily on voter 
This 


some big spending, 


and consumer legislation. 


could mean 
higher benefits for various groups, 
tougher controls on business. It 


COU ld aiso mean I hat 


business- 
backed measures face uphill bat- 
tles. 

JC-K’s Washington staff, headed 
bv Paul Wooton, has analy zed the 
1960 


has come up with predictions of 


political possibilities, and 


things likely to happen in the fol- 
lowing five important legislative 
areas. 
@® Taxes—There will be no big tax 
cuts this year. Congress will take 
at least another year In a curr 
study of all tax laws, including 
ises. Government spending wil! 
ie upward. The best that 
be expected when cu 
slight corporation rat 
higher deductions 


| 


» }} 4 ; ls 
middle-income families. 


be some smal! 
ich as permitting 
reinvested profits 
deduction f r 


: } 
self-emplo 


‘As . 4 oa I +5 
tLirement contributions. 


® lair Trade 

federal fair 
hat 

+ 


irony? — 2 


‘ i 


Nixon. 
candidate, 

Can Mu 

it. And it 

of “consumer legis- 

It would take tremendous 
pport from businessmen to push 

it through this year. 


@® Social Security An election- 


146 


year boost in social security pay- 
ments to older persons is probable. 
This will mean higher social se- 
curity taxes, which just rose to 
3 per cent Jan 1, and are already 
scheduled to hit bi per cent 
each for employer and employee 
in 1969. 

@ Postage 
fearful of boosting mail rates in 
an election year. With the Post 
Office Department deficit now 
about $650 million a vear, another 


Congress is no longer 


-_ 
class mall 


l-cent boost in first 
rates, and some higher parcel post 
rates, are possible. 

@® Minimum wage—The drive for 
raising the minimum wage from 
the present $1.00 an hour to $1.25 
and extending coverage to larger 





BIRTHSTONE 


the AMETHYST 


~ 


for her 


STORE NAME 


TIE-IN: This is a proof of one of the 
advertising mats being sent free on 
request to jewelers by the Ring Guild 
of America. Members of the Guild: 
Acme Ring, Samsan Co., William 
Schneider, Shiman Manufacturing, 
Star Ring, Uncas Manufacturing, 
J. J. White, J. & H. Baer, Handy & 
Harman, Heller Hope, Hoover & 
Strong. Edward Lembeck, Linde 
Corp., Leo Wolleman. 


over $1 


(grossing 
million a year) is stronger this 


stores 


retail 
vear than ever. Unions, the strong- 
est supporters, demand the change 
to offset last year’s labor reform 
law shellacking. And it has con- 
sumer or voter appeal. 

In other areas, Congress will 
take a look at bills to curb desig 
piracy; encourage more imports 
but help prevent some from par- 
ticularly low-wage countries; 
to tighten antitrust laws; 
press for new labor laws to 


prevent crippling strikes. 


Longines will time 
1960 Winter Olympics 


. 


The nightmarish spectre of 
or three-nation ties when 
meets West during the 1960 Olym- 
pic Winter Games Feb. 18-28 In 
California has been virt ially ban- 
ished, by a system of timing which 
splits the second into 500 precise 
parts. 

The time standard is the Lon- 
quartZ clock, the first port- 


able timepiece to achieve a record 


gines 


" ' ’ : - " ‘ 
ot apsoiute precision In ovboserva- 


tory tests. Longines’ timers were 
pre-tested at Squaw Valley during 
the North Champion- 


’ . ; ' : 
snips last year, nave since been re- 


American 
fined. Everv instrument 
ernment certincate oj] 
rT} . + ‘ . 
Tne entire syst is 
timing iines are airea 


Of) the mountain (Oui) 


4 


. . . 7 | 
infrared photocell relay 


, 4 L, ‘ "35> -_ 
tric eves, eacn Witn pril 


ers, Wlil be sed Tor eacn eve 


‘ 17 
\ Ten teen 
STOOD \ LLé hes vv i a 


“A 


be employed onl) 
as standby & Keven the hocke\ 
games will be timed electronicall: 
with a maximum possible error of 
1/10th second per period. 

For downhill and giant slalom 
events, where a racer is disqualified 
if he 
after his appointed time, Longines 


starts one second hefore or 


will provide a large starting clock, 
with a bell which rings automati- 
cally at the official starting minute. 








Charter membership passes 1400 mark, 
AWI gets set for Chicago convention 


‘Tl am interested primarily in At present, the business of the 
obtaining as full a program ;: fledgling organization is being 
possible for watchmakers, and 1 conducted largely by mail. Each 


laving concrete foundations Uy member is canvassed for hie view- 
7. raail : , . : . , . 4 . . . fx .——— 
ich even fuller expansion of pro- point on every problem confronting 
n be achieved in tl AWI in its organizing efforts. 
Furthermore, each 


‘ 


these Words, (,eorge , entitled TO pose 


Cordes, member of the interim initiate ideas by ma 
board of directors, summed up his received is given caref 


s 


. . . : As - 1 : ’ : a : ’ . 
iN) the American tc! lion by all members of the board. 


itute. In his open lette Plans for the chartering 


board, ¢ ordes went on \ vention are progressing rapidly. It 
| a : ? | . | . 4 , F | 1. } : L. } i. 
tnougn the jod would not be nas peen decided to hold tne 


one. he is certain that the gathering June 17-20 


— 
< 


chmakers of America will soon Morrison Hotel. Altho 


1 4 ' +] n+ " } 
abie to organize tnemseives 1nto agenda has not vet been announced, 
a strong and truly great body. the interim board has disclosed that 
Feeling that these commen ptly he proceedings will be of a serious 
expressed the sentiments of a] its ne ‘Be fit iy tne K at hand. 


members, re DOarad fel 


one of Longines’ starting clocks 


priate to make them public. 

ie some watchmakers 
t the $10 vearly makers know 

high, Cordes chided: challenge... Oo improved our 


orners here and there 


iting wi ng potential of the The interim board ur; 
0.01 secon an Watchmakers Institute.” charter members and members-to- 
the finish ims To date, he 


broken 


cnances 


| 


observed, more than be take advantage f the op- 


portunities that will » offered 
in the meet- 
course of 

viss and Ameri- have paid the and become 


with world-wide cnarter per I tne organiZa- a lOUSI\ tne 
experience in winter sports, will lon. adline for charter membership 
operate the $200,000 worth of Lon- Meanwhile, out of the ti an has been extended to June 19 


gines equipment. Crew includes ; effort being |} orth, ;: tr Checks mav | sent to the head 
physicist, electronic and electrical AWI is emerging. 7 ' elther HIA or UHAA 
engineers, mechanical engineers —___—— _ = — ————$——————— 


al 








experts. 


German Industries Fair 
already ‘‘all sold out’’ 


Although Hanover’s German In- 
dustries Fair expanded its exhibi 
space to 4.2 million square feet for 
the 1960 show, and though the Fair 
doesn’t start until Apr. 24. there’s 
no space left. 

Reason: the Fair is increasingly 
being considered the Common Mar- | 
ket’s marketplace. Last vear the J —— ) ——— — " 
Fair admitted one million buvers: BOARD OF TRADE GETS WIRE SERVICE: In photo at left, Secretary ‘Vin- 
q Si, cent F. Chapman of the Jewelers Board of Trade watches as a W estern { nion 

' official turns the switch which will enable Marilyn Read to send a wire directly 

ers are among its best customers. to JBT’s New York office. New York Office Manager Robert W. Paul, in right 
Many jewelry and allied products photo, receives Mrs. Read’s message. New service will speed handling by JBT 
are exhibited. of some 40,000 inquiries per year. 


it expects more this vear. U 











U.S. jewelry industry: changing face 


Where the nation’s jewelry 
business is centered, and the 
wavs in which it is_ being 
changed physically, were brought 
definitively to light in a recent 
statistics report of the Jewel- 
ers Board of Trade. 

The report, based on a JBI 
study of its March 1959 edition 
LWO “Red books” are published 
each year, show dollar volume, 
credit standing and address of 
some 44,000 retailers, wholesal- 
ers and manufacturers), indi- 


cates these significant facts: 


@® New York City is hugely 
prominent in the national jew- 


elry picture. By itself it has 
more cash jewelers (1619) than 
any state except California 
(2026). It has more watch re- 
pairers (130) than any state ex- 
cept California (293). It has 
1987 jewelry and special whole- 
salers, more than half of the na- 
tion’s total (3883). It has al- 
most half (1301) of the nation’s 
2671 jewelry manufacturers. 
New York City and New York 
State combined house fully 10 
per cent of the nation’s 29,937 
cash and instalment jewelers. 


@ States with the smallest num- 
ber of retail jewelers are Alaska 
27) and Nevada (48). 


@® Between Sept. 1955 and March 
1959 the total number of firms 
listed as cash and installment 
jewelers (including special or- 
der jewelers) dropped 1.9 per 
cent, from 30,516 to 29,937. 


@® There were 2191 watch re- 
pairers in the nation in March 
1959, down 23.8 per cent in num- 
ber from the 2876 watch repair- 
ers listed in the September 1955 
book. Only one was in Alaska; 
30 were in New York City, 293 
in California. 


@® There was a slight drop in 
the number of jewelry whole- 
saler listings between 1955 and 


1959, from 1545 of them to 1512. 
Six states—Alaska, Mississippl, 
Montana, South Dakota, Ver- 
mont and Wyoming have no 
listed wholesale jewelers. 


@ Among special wholesalers, 
changes in numbers’ between 
September 1955 and March 1959 
included these: silverware whole- 
salers down 35 per cent in num- 
ber. from 60 to 39: clock whole- 
salers up 106 per cent, from 14 
to 31; diamond wholesalers down 
slightly, from 749 to 724; imita- 
tion stone wholesalers down 44.4 
per cent, from 63 to 35. More 
than 67 per cent of the nation’s 
1844 special wholesalers are in 


New York City. 


@ Number of firms listed as 
jewelry manufacturers jumped 
12.3 per cent between Septem- 
ber 1955 and March 1959, from 
2145 to 2409. Seven states have 
no jewelry manufacturer list- 
ings - Arkansas, Delaware, 
Idaho, Nevada, North Dakota, 
Vermont, Wyoming. 


@ Tiny Rhode Island was the 
largest state center for jewelry 
manufacturers (444 firms, sec- 
ond only to New York City). 
Rhode Island had 186 listings of 
manufacturers of allied lines, 
second, again, to New York 
City’s 400. 


@® Some significant changes oc- 
curred in the listings of number 
of allied-lines manufacturers be- 
tween September 1955 and 
March 1959. There was a 50 per 
cent increase in the number of 
box and display manufacturers, 
from 26 to 39; a 47 per cent de- 
cline in the number of gold-filled 
stock manufacturers, from 17 to 
9; a 21 per cent jump for clock 
manufacturers, from 19 to 23; a 
27.7 per cent drop among mate- 
rials and findings manufactur- 
ers, from 238 to 172. Mergers 
of firms accounted for much of 
the declines, as did acquisition 
of smaller firms by larger ones. 








'61 set for next MJ&SA 
convention-exposition 


Still enthusiastic over the suc- 
cess of the convention and indus- 
trial exposition which it sponsored 
in October 1959, the Manufactur- 
ing Jewelers & Silversmiths of 
America Inc. has begun making 
plans for a repeat performance. 

Scheduled for April 19 to 21, 
1961, the second convention-exposi- 
tion will be held at the Sheraton- 
Biltmore Hotel, Providence. April 
was chosen for the event because 
most manufacturers can then best 
afford to be away from their fac- 
tories. Because of the little time 
remaining until April 1960, it was 
decided that the 1961 date would 
allow the association to draw up 
the elaborate plans needed for an 
undertaking of such size. 

Application forms for exhibiting 
space will be mailed to supplier 
firms soon; detail of the event will 
be announced from time to time. 


Shae ea 


o ee 


CONTEST TO WIN MUSIC BY: Ed- 
mands P. Lingham, JC-K’s New 
England manager, chooses the name 
of the national winner in Gorham 
new-pattern sterling contest held re- 
cently. Gorham Marketing Vice-Pres- 
ident Burrill M. Getman looks on at 
Gorham Co.’s Providence offices. Win- 
ner was Katherine T. Macdonald of 
Southern Pines, N. C.; prize, a cus- 
tom hi-fi system, delighted music- 
lover Macdonald. Contest helped in- 
troduce Gorham’s “Secret Garden” 
and “Firelight” sterling flatware de- 
signs. 








VARIETY — more than a dozen scintillating styles!) PERFORMANCE - finest quality, 
7-jewel, guaranteed movement insures accuracy and dependability! ECONOM Y—a single 
flashlight battery operates the clock for a full year—no winding . . . no cord! FASHION — 
deep-carved Syroco Wood cases with hand-applied, decorator finishes! VALUE—all popular 


prices, starting from $29.95 retail! WRITE FOR 1960 CATALOG 














Permanent Showrooms 





NEW YORK: 225 FIFTH AVENUE 

CHICAGO: 1526 MERCHANDISE MART 

LOS ANGELES: 1011 FURNITURE MART 

DALLAS: 269 HOME FURNISHINGS MART 

HIGH POINT: 251 SOUTHERN FURNITURE 
EXPOSITION BUILDING 

SZATTLE: PACIFIC NORTHWEST FURNITURE MART 


SYRACUSE ORNAMENTAL CO., INC., DEPT. J20 
SYRACUSE 2, NEW YORK 





JVC reelects Niemeyer; 
laments false pricing 


stav H. Niemeyer, chairman 
committee of 


Handv & Harman. was elected to 


he executive 


his 29th vear as chairman of the 


Jewelers Vigilance Committee at 
the annual meeting of the group 
Jan. 15 in New York. 

Niemeyer asked 


JVC in 


“the deterioration ot 


strengtnening 

against 
} 

standards 


and ethical! pra 


ithin the jewelry industry. 

‘alter N. Kahn, 1960 vice-ch: 
IVC 
diamond committee, reported that 
the search 


ry *) + 
iiiqcti {)i 


and chairman of 


was continuous for 


simple test to detect whether dia- 
’ } ' . 
monds had been coated to Improve 


' 
I 
t 


heir color. Some progress has 


peen made, ne said. 


Most fla 


| 


yrant abuse in the 
with few 
fictitious 
Aaron 
Lipper’s report 


L959 


iIndus- 
exceptions, 
pricing, AaC- 
Lipper, counse! 
cases involving viola- 
law the mistamping « 

‘ases and other items; im- 
r descriptions in ads of cul- 
pearls and imitation pearls 
large New York department 


blithely noted their pearls 


“direct from our own oyster 
improperly stamped im- 
ads offering “‘genuine man- 
from a firm that 


division of G. E. 


made diamonds 
illed itself ‘“‘a 

(,em ca 
Lipper also noted that complaints 

had been served Oct. 13 on Carroll 


Chatham and his distributor Ipek- 


djian, Inc., alleging deception in 
advertising about Chatham’s “cul- 


tured emeralds.” FTC hearings 


would be held soon, he said. Lipper 


said that FTC is also now prepar- 
ing Trade Rules for the 
Watch Industry. 

Leo Kaplan of Lazare Kaplan & 
New 
lect, made a plea 


lal ald for JVC. 


Practice 
Attachments 
Sons in York, treasurer-re- 
for more finan- 


T. J. O'Connell retires, 
2/ years with Elgin 


YT. J. O'Connell. well-known 


and merchandising ex 
pel watch division of EI- 
vin National Watch La. has re- 


+ .* ‘ 4 " les 
tired aiver af 


vears of service with 
the firm. 

O’Connell, 65 vears old, who 
acted as assistant to the vice-presi- 
dent in charge of marketing, will 
‘ontinue with Elgin on a consultant 
speak 
jewelry shows and conventions 


At a 
©’Connell and his wife 


aSIS, will periodically atl 


surprise party tende 
during 
annual 


watch division’s recent 


er : | 
tional sales meeting, the couple 
} 


presented round trip air tickets 
ki rope. 


Hamilton Watch sells 
Hathaway division 


Hamilton Watch Co. has sold its 


Hathaway Instrument division in 
Denver to a group of investors, for 
cash. 

The investors have formed Hath- 
away Instruments, Inc., to take 


Imperial Pearl’s $250,000 replica of the U. S. Capitol 
for “continuing cooperation between Japan and the U. S.” 


J. Jones, 
Hatha- 


vice-president 


Donald 


manager of the 


over the division. 
erstwhile 
wav division and a 
of Hamilton, has been elected pres- 
ident of the new concern. 
Hathaway makes kinds of detec- 
instruments, oscll- 


tion including 


lographs to measure pulses 


and instruments 

in metals used 

said the new fir 

facture instrument 

and automatic machinery. 
In November, 

chased ‘all 


Imperial Pearl unveils 
Spring collections 


A million dollars 
and unset, 


tne press ana 


famou 
replica 
Washington, 
Covered with 

hand-set cultured 1 
windows of mother-ot-pea 
American flag of rubies, dia 

and cultured pearls, the 


| 


sapphires 
replica is feet wide, 
18 inches high. It wa 
an expression of “continuing 
between and 


( peration Japan 


SS. Viewing the 


perial President Sidney 
socially-prominent Japanese 
Taniguchi; Imperial Vice-Presid 
Hans Clapper. 

Fashion-making innovations at 
the showing included = matinee- 
length strands of graduated or u 
pearls, high rise 
multi-strand 


form 
pearls, “‘second-neck- 


lace” strands in 20-22 inch length. 


Baroque pearls set in throat-hug- 
ging prominently, 
shown. Italian fin- 
ishes were much the vogue on the 
14-karat gold and other designs. 
A special group of 
and cultured pearl jewelry, set to 
for $25, 
rings, bracelets, 


collars were 


Florentine and 


14-karat gold 
retail featured pins, ear- 
charms, and 
necklaces. 


rings, 


graduated and uniform 











PROFITS NEED A LIFT? 


These books can start you moving ahead | 


Our book department offers the following list of selected works pertaining to 


the JEWELRY and KINDRED TRADES, subject to editions being 


‘In print’’ ct the time 


orders are received. We can supply titles from leading publishers. All prices 


quoted are net. 


No accounts opened for book purchases. 


anywhere in the United States. 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES 
G. F. Herbert Smith 
Liberally illustrated 13th Edition—560 pas. 


GEMS AND GEM MATERIALS $6.75 


Drs. Kraus and Slawson 
Study of all basic and rare gem materials 


DIAMOND TECHNOLOGY 
Pau! Grodzinski 
500 crystal clear illustrations—800 pgs 


THE ART OF THE LAPIDARY $7.00 


Francis J. Sperison 
Over 400 illustrations—382 pgs. 


$12.50 


$10.00 


THE WORLD OF JEWEL STONES $10.00 


Michael Weinstein 
Valuable reference book—448 pgs. 


A KEY TO PRECIOUS STONES | $3.50 
L. J. Spencer D.Sc., F.R.G 
lilustrated work on gems 


STORY OF THE GEMS $5.95 
Herbert P. Whitlock 

Mineralogical background of precious, semi- 

precious sfones 


GETTING ACQUAINTED WITH MINERALS $6.95 
George L. English & Davis E. Jensen 
Instructions for identifying over 500 different 


HANDBOOK OF GEM IDENTIFICATION 
Richard T. Liddicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING Second edition 
B. W. Anderson, B. Sc., F.G.A. 
Simple, scientific tests 


A FIELD GUIDE TO ROCKS & MINERALS 


Dr. Frederick H. Pough 


GEM CUTTING 


J. Daniel Willems 
s the art of fashioning gemstones 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 
John J. Bowman & R. Allan Hardy 

Complete and authoritative, profusely illus 

trated—143 pgs. 


PRINCIPLES OF ELECTROPLATING AND 
ELECTROFORMING $7.00 


William Blum. & Geo. B. Hogaboom 
Revised and enlarged edition 


JEWELRY MAKING FOR SCHOOLS, TRADES- 
MEN, CRAFTSMEN Soft Cover $2.95 
Hard Cover $4.25 


Murray Bovin 
Describes all techniques, procedures of moking 
jewe'lry 


JEWELRY REPAIR MANUAL $4.85 
R. Allen Hardy & John J. Bowman 
Guide to tools and techniques of repairing 

—also stone setting—166 pgs. 

JEWELS DESIGNING & APPLIED DESIGN 
A. Jakobb 

Ins saan manuai—55 full page drawings 


ART MONOGRAMS & LETTERING $6.25 


19th Deluxe Edition—102 pgs. 
ART MONOGRAMS & LETTERING $3.00 


18th Edition—poper cover—40 pgs. 


ENGRAVING go Canes $4.00 


rt-d—order 


jewel 5 SILVERWARE ENGRAVING $2.60 
CHARTS 


$40.00 


J. M. Bergling 
Set of four 


HERALDIC DESIGNS AND ENGRAVING $7.25 
J. M. Bergling & A. Tuston Hay 

Deluxe Edition—lI!lustrated handbook and dic- 

tionary of terms—92 pgs. 

JEWELRY, GEM CUTTING AND METALCRAFT $5.75 
William T. Baxter 

Many sath * pags. 

JEWELRY AND ENAMELING $4.95 
Greta Pack 

ENGRAVING ON PRECIOUS METALS $7.80 
Brittain, Wolpert & Morton 

Textbook for beginner or expert—-225 pgs. 

METALCRAFT AND JEWELRY $3.25 
Emil F. Kronquist 

Well illustrated—191 pgs. 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 


D. Kenneth Winebrenner 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





WATCH REPAIRER’S MANUAL $6.50 
Henry B. Fried 
Covers all phases of watch repairing—306 pgs. 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW T0 
USE IT $7.50 
Donald DeCarle 
Detailed explanations and illustrations—154 pgs. 


CLOCK AND WATCH ESCAPEMENTS $7.50 
W. J. Gazele 
Descriptions of wd escopements’ illustrations— 


294 pgs. 


On Silver for the 


WATCH AND CLOCKMAKER’S HANDBOOK $15.00 


E. J. Britten—Revised by J. W. Player 
15th Edition—605 pgs. 


WITH THE WATCHMAKER AT THE BENCH $3.50 
Donald DeCarle 
Profusely ~teescoee pgs. 


PRACTICAL COURSE IN HOROLOGY $3.25 
Harold C. Kelly 

Watch construction, repair maintenance, etc. 

—192 pgs. 


GEARS FOR SMALL MECHANISMS 
W. 0. Davis 
Gear construction and adjustment 


WATCH REPAIR (1957) $4.85 
Horold C. Kelly 

Theoretical, practical and mechanical phases 

of horology—248 pgs. 


PRACTICAL CLOCK REPAIRING 
Donald DeCarle 
450 illustrations—230 pgs. 


Jeweler, Silversmith, Collector and Antiquarian 





THE STERLING FLATWARE PATTERN INDEX 
1958 EDITION 


Jewelers’ Circular-Keystone 


Without Binder $17.50 
With Leather Binder $27.50 
More thon 1,200 illustrations—indexes of 
pattern names 


Order Your Choices Today! 


AMERICAN SILVERSMITHS AND THEIR 
MARKS 111 $25.00 
Stephen G C. Enske 
invaluable historical ond reference book— 
illustrated—285 pqs. 


BOOK OF OLD SIVER 


Seymour B. Wyler 
20,000 hallmarks—447 pgs. 


ENGLISH SILVER—1675-1825 $5.00 
Stephen G. C. Enske & Edward Wenham 
Line drawing illustrations—109 pgs. 


THE GOLDSMITH'’S AND SILVER- 
SMITH’S MANUAL 


Staton Abbey 
For those working in precious metals— 
105 pgs. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check or money order must accompany all orders. 


Do not send cash. Prices subject to change without notice. No boeks sent on approval. 











British Exhibition set 


for June tn New York 


W hen 
British-made 


the biggest display of 


industrial and con- 
sumer goods ever sent to the U. S. 
arrives in New York June 10 for 
weeks, precious meta! crea- 
tions will be 

Gold 


Wi rks 


three 
prominent. 


and silver designs and 
displayed by the 20 
participating in the 
Worshipful Company ot! 


Britain’s 


will be 
firms exhibit 
of the 
Goldsmiths, 800-vyear-old 
guild of precious metal craftsmen. 


Among the works: a tankard of sil- 


ver used to decorate King Charles 
[I’s throne in 1662, an elaborate ink 
1740, mod- 


ern silver designs by contempor 


commissioned in 


stand 


London artists. 


Sterling Guild elects 
Denham Lunt president 


Denham C. Lunt, Jr., 
of Lunt Silversmiths in 
Mass., was elected president of the 
Sterling Silversmiths Guild of 
America at the group’s annual 
meeting Jan. 16 in New York. Lunt 
the 


treasurer 


Greenfield, 


served as vice-president of 
Guild in 1958 and in 1959. 
John B. 
vice-president for 
Silver Co., 


He succeeds Stevens, 


sales of Inter- 
national during whose 


term a million dollar industry pro- 





oo Oe * 


A. COHEN & SONS SALES MEETING: 


three-day sales meeting of A. 
staff and regional 
New York was this 
The 49-year-old wholesale 


sales 
dinner at the 
jewelry 
use by retail jewelers. President 
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managers in 


motion program for sterling silver 
flatware was conducted. 

Other 1960 Guild 
Elliot M. Gordon, 
Towle Silversmiths, vice-president; 
Winthrop Bb. Wing, 
Reed & Barton, treasurer. 

The Guild managers 
mittee elected as chairman 
D). Shaw, general direct sales man- 
ager for International Silver, and 
as vice-chairman Fred L. Hartwig, 
director of sales for Oneida Silver- 
Heirloom division. 


officers-elect: 
president of 


com- 
John 


sales 


smiths’ 


Feature Ring holds 
25th anniversary party 


Founder-President Henry Peter- 
son of Feature Ring Co. and Mrs. 
Peterson were hosts last month to 
more than 400 luncheon guests, in- 
cluding the firm’s 350 employees, 
at the 25th anniversary celebration 
of the founding of the firm. 

Gifts were presented to five em- 
have with the 
full 25 years, and to 
with more than 20 


ployees who been 
firm for the 
seven others 
vears each of service. 

At the party, some of Feature 
Ring’s “firsts” were reviewed: pat- 
for the feature lock device 
for interlocking engagement 
and wedding rings, a patent for the 
Feature-Glo setting. Peterson noted 
that the firm is currently involved 


ents 


used 


treasurer of 


in producing further innovations. 


At the party, held in the Hotel 
New York, 


Astor in Peterson was 


presented a silver bowl, as a token 


of employees’ esteem, by Comptrol- 
ler Seymour Silberman. 


DMIA has new forms for 
diamond transactions 


memorandum 
dia- 


uniform 
forms 


Revised 
and for 
mond transactions, and new stand- 


consignment 


ards and guides for such transac- 
the 
Im- 


tions, have been formulated by 
Manufacturers & 
America. 
and 


Diamond 
Association of 
forms, 


porters 
The 
guides, 
‘nitfalls’’ which often result from 
and 
transactions, have 
by the Diamond Dealers Club and 
by the Diamond Trade Association. 
Aim of DMIA is to define more 
clearly on the forms the legal 
rights of the parties to a transac- 
tion, and to differentiate more pre- 
between memorandum and 


new standards 


designed to overcome the 
memorandum consignment 


been approved 


cisely 
consignment types of shipments. 

The new forms—one for consign- 
ments, for memorandums 
(pocket size and regular size) 
will be sold by DMIA in book form, 
in folder type pads or as punched 
holes for binder use. All forms 
will bear jeweler’s name. 


two 





Highlight of the 
Cohen & Sons’ executive 
late 
Statler Hilton Hotel. 
firm presented new 
lines for 1960, plus reams of promotional material for 
Melvin Cohen noted the 


December in keynote for 


rapid growth of the Atlanta and Los Angeles branches 
of the firm, said that service to jewelers would be the 
1960. 
awarded a gold watch for achieving membership in the 
firm’s 30-Year Club. 
managers held their own sales meetings at their respec- 
tive headquarters. 


Salesman Sidney Wilkenfeld was 


Following the meeting, regional 





Get this Seth Thomas 
12” Travadate Clock# | eer 


ine leather, 7-jewe / 
bell alarm Tells 
the date automatt- 

ff cally. (Retail price, 
$/2.95*) FREE with 


this ofler. 


..when you 


order these 
SX 


Special offer! New Seth [homas”76” selection 


? a 


7 clocks...you pay for only 6! Priced right, $10.95 to $35.00 with strong emphasis below $15.00. Each “76” Selection 
includes: A) the NEW Buckingham solid mahogany occasional clock (with alarm feature), $19.95*; B) Baxter mahog- 
any, $24.95*; C) Whitehall solid brass 8-day keywound alarm $29.95*; D) Wayne mahogany, electric alarm, $12.95": 
I.) Severn 30-hour keywound alarm, $10.95*; F) the fabulous new solid brass Seasprite 8-day occasional clock, $35.00*. 
Best of all and—FREE—one Travadate tan, $12.95*. (*plus tax). Total Retail Value $146.70; Total Keystone 
Price $160.62. You make a solid 46% profit! Order 


wdiks a : iis cae | 
as many “76” Selections as you want for Spring; birth- Seth Thomas | 


days, weddings, graduations, presentations all call for them. Thomaston 9, Conn. 
OFFER GOOD UNTIL FRIDAY, MARCH 18th — or only Please send me _ Seth Thomas ‘*76” Selection(s). 


as long as supply lasts Dealer's name 
Address 


Seth Lhomas 1 °: Ze ) 


Bill me through my wholesale 


\ Division of General Time Corp | Name / 


[Thomaston 9, Connecticut 
OO )|6 
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MJ&SA calls on industry organizations 
to back drive against rising imports 


In an effort to prepare a united 
frontal attack against low - price 
foreign competition, the Manufac- 
turing Jewelers & Silversmiths of 
America Inc. staged an unprece- 
dented meeting in Providence Dec. 
9. Delegates from nine jewelry in- 
dustry organizations attended the 
gathering. 

lief purpose of the meeting 
was to gain broad industry sup- 
port for the association’s import 
program, which is seeking to prove 
that imports from abroad are hurt- 
ing American firms. 

George R. Frankovich, executive 
secretary of the association, out- 
lined the program to the nine in- 
dustry leaders. Its aims, he said, 
include the compilation of data en- 
between do- 


abling comparisons 


mestic production and imports of 
foreign jewelry; the presentation 
of a factual case in Washington to 
prevent increasing hardship to the 
industry; and at a later date, if 
justified, the initiation of formal] 
escape clause action for individual 
segments of the industry. 

Frankovich 


accomplished 


These goals, Mr. 
pointed out, can be 
only if the entire industry joins 
forces in a concentrated effort. 
immediate aims 
were also discussed. Mr. Franko- 
vich hopes that 


A number of 


various industry 
segments would grant official ap- 
proval to the import program in 
general, as well as encouraging 
moral and financial 
their members. 

Key to the 


support by 
program’s success 
was felt to be an effort to acquaint 
the separate levels of jewelry dis- 
tribution with the importance of 
the task undertaken by the indus- 
try. It must be made clear, Mr. 
Frankovich added, that this will 
not be a “buy American” cam- 
paign among consumers. Rather, 
it is an educational program to 
remind manufacturers, 
ers and retailers of the advantages 


wholesal- 


of emphasizing domestic merchan- 
dise. 

attended the 
W. Sawyer, 
association president, also repre- 
senting the Gold Filled Manufac- 


Delegates who 


meeting were Edson 
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turers Assn.: Howard Armbrust 
f the Machine Chain Manufactur- 
ers ASSNn.; Harold KE Ister of the 
( ostume Jewelry Board of Trade; 
Arthur Levy of the National Assn 
f Costume Jewelers Inc.; Hugh 
McBrien of the Metal Findings 
Manufacturers Assn.; Louis Sol- 
Manufacturing 
Assn.; Morris 
Costume Jewelry 


i] 


monson of the 

Sales 
Spitzer of the 
Salesmen’s <Assn.; and George 
Stansfield of the Associated Jewel- 
rv Salesmen of Providence. 

As a result of the meeting, the 
association is sending to each or- 
ganization a formal request for its 
approval and support of the pro- 


yratln. 


Results of guarantee 
good, Benrus optimistic 


The three-year unconditional! 


guarantee on all watches sold, an- 
nounced in January of last year by 
Benrus Watch Co., has been cred- 
ited with the company’s 1959 sales 
increase of seven per cent. 
which 


The guarantee, assures 


ua 


D : EF 
4G 
cnt 4, ‘% b 
se My 
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JEWELER FOR A DAY: Television Star Art Linkletter describes a Bulova 


watch to a Baylor University coed during his recent day-long stand as a 


“watch salesman” at Garrett Jewelers in Waco, Tex. 
More than 1200 Waco citizens jammed 


by Garrett in a recent Bulova contest. 


free repair or replacement of every 
Benrus watch, regardless of the 
abuse given it, was at first met 
with predictions that benrus ser- 
vice costs would skyrocket. But a 
vear s end report shows that these 
costs did not increas significantly 
and the number of watches re- 


was only one per 


L959. 


turned for repair 
cent of total sales in 
In the 


yruarantee, 


1960 promotion 
Benru 

spend SZ million. 

will include two 

sion specials in the 

of the 


hea \ 


vear, supplemented 
schedule I ads LT} 
Lott — 
Full-page newspaper a 


«) + "* 


ers Will ire an 


ea | 
to trade In cneap non-je' 
new or old, working 
17-iewel Ben) 


aiowed tne 


optimism witn 


meetin 


is are > 
decade was reintorced bD 
Dexter M. Keezer, who 


economist 
said it 1s “foolish not to recognize 
that we in the U. S. nave DY 
luck and design come 

cat - oO mmic Ft a which 

ef of economic Torces whicn 
ises to make the ‘60's as a whole a 
expanding 


period of great and 


prosperity. 


Linkletter was “won” 


Garrett’s store for a look at the star of the “People Are Funny” TV show, 


which is co-sponsored by Bulova. 


day, kissed several admirers, got Dec. 


Day,” even sold several watches. 


Linkletter quipped his way through the 
5 proclaimed Waco’s “Art Linkletter 





RONSON SUPER WINDLITE IN 
NEW ALL-PLASTIC DISPLAY UNIT 


R ON S O NO @ Dramatic all-new, all-plastic, 


Supen windlite free display shipped with 











five lighters in place for 
ready sale. 


@ Colorful ‘“‘see-through” gift 
packages, held securely in 
pilfer-proof friction locks. 


® Brilliant day-glo red and 
eye-catching black and white 
diamond patterns. Stops 
traffic and promotes sales. 


NS OO om @ Sturdy, easeled, compact 
N “ée OUTDOOR ae s display unit for counter, 
> Ww LIGHTE® eS 4 , 
\4 VF window or wall. 
: WINDPROOF 
fp ~ >? ‘ror cuasantees ZB Sn \S @ Ronson’s Super Windlite 
I Pens “= SF supported by year-round 
\ , = q national advertising. 


ORDER THE NEW RONSON SW-5 WINDLITE MERCHANDISER 


You get: RONSON SUPER WINDLITE 

| | The windproof lighter proved best by competitive 
3 Super Windlites, tests! Laboratory tests show the Super Windlite 
Chrome Satin Finish, stays lit in winds that snuff out ordinary ‘“‘wind- 


#98001 @ $3 50 Sugg retail proof” lighters. Proved performance that triggers 


repeat business...more profits for you! 


plus FREE Display Ask your supplier today for the Ronson Super 
Windlite Assortment SW-5. 


, ey SON maker of the world’s greatest lighters and electric shavers 





State of the Jewelry Business 





19959 watch, diamond imports climb notably above 1958 totals 


For people who are “from Mis- 





souri,’”’ and who therefore demand 
to be shown, for example, that all IMPORTS % change o%/, change 
November from Jan.-Nov. from Jan.- 
1959 Nov. 1958 1959 Nov. 1958 
figures shown here should be a WATCH MOVEMENTS (units) 
0-1 jewel 910,315 +21.2 6,338,178 + 36.6 
a. 2-7 jewels 154,079 —4.8 1,269,725 +12.4 
Look at the totals on watch im- 8-15 jewels 7,633 —12.0 54,551 +20.9 
ports for the first 11 months of 16, 17 jewels 777,158 +417.9 5,552,648 +27.2 
1959. To date 13.2 million move- over 17 jewels 2,418 +1.2 17,042 —13.3 


CD » hui 


ments have been imported, a 29.8 all movements 1,851,603 +16.9 13,232,144 +29.8 
per cent jump up over imports in DIAMONDS 

the first 11 months of 1958. Inter- uncut, by carats 178,605 + 52.2 1,518,672 + 60.3 
estingly, the only watch import uncut, by value $8,008,458 +14.0 $88,326,206 + 35.6 
group that lost ground in 1959 was cut, by carats 60,488  —24.1 821,893 +28.7 
the “over 17 jewels” group, which cut, by value $6,349,601 +17.3 $78,114,549 +29.8 
dropped 13.3 per cent. This is in CULTURED PEARLS ' $1,005,624 + 26.9 $11,664,818 +25.8 
line with the trend in the U. S. in IMITATION STONES $640,399 —16.7 $9,628,310 +18.6 


of the talk about the Golden Sixties 
isn’t just wistful fancy, the import 


the past 8 years away from the 
higher-jeweled imports, and _ to- EXCISE TAXES °% change % change 
ward the 0-1 jewel and 2-7 jewel July-Sept. fromJuly- Jan.-Sept. from Jan.- 
pin levers | 1959 Sept. 1958 1959 Sept. 1958 

. AMOUNT COLLECTED $36,484 +-6.3 $126,848 + .36 

Look at diamonds. Uncut dia- 
: (add 000) 

mond imports are 60.3 per cent if isk | Le Pee 
ahead in the first 11] months of VITAL STATISTICS o%, change % change 
1959 from what they were in 1958. November from Jan.-Nov. from Jan.- 
Cut imports are 28.7 per cent 1959 Nov. 1958 1959 Nov. 1958 
ahead. The difference in the per- MARRIAGES 116,000 —1.7 1,367,000 +3.2 
centage increases between uncut BIRTHS 342,000 +0.3 3,899,000 +1.4 


diamonds by value and by carat 
would indicate that while more of 


FAILURES % change % Change 
si ae — re ee ae "1959 Dec. 1958 1959" “9 1958 
S a S ii a ~ _ ick ie per Carat CASH JEWELERS 11 | 132 — - 
than they were in 1958. INSTALMENT JEWELERS 0 38 + 35.7 


The import totals on cultured WATCH REPAIRERS 1 5 on a FJ 
pearls and on imitation stones WHOLESALERS 2 . 34 —8.0 
further substantiate that jewelers MANUFACTURERS 2 : 26 — 30.0 
are getting set for a big decade, or ' ee pee es laa oti i tat 
are already in it. Pearls were up WHOLESALE JEWELERS’ DEPARTMENT STORE SALES 
25.8 per cent for the first 11 SALES NOVEMBER 1959 
months of 1959 over 1958; imita- % change % change 


tion stones jumped 18.6 per cent NOVEMBER 1959 from from Jan.- 
Nov. 1958 Nov. 1959 


by the same comparison. % change % change FINE JEWELRY. 
Marriages, too, although they from from WATCHES +16 413 
took a slight dip in November 1959, Nov. 1958 Oct. 1959 SILVERWARE, 
were for the first 11 months of the SALES a? 412 CLOCKS 45 aa 
year up 3.2 per cent over 1958 mar- INVENTORY 45 0 COSTUME 
riages. Births are also up for the JEWELRY +8 +4 
first 11 months of the year. LOCSSE SAREE HAN tRM RES eereccecee- : 
The increase in the payment of METAL PRICES—MID-JANUARY, 1960 
the excise tax in the first 9 months (troy ounce, large lots) 
of 1959 over 1958, while aestheti- Mid-January One Year 
cally painful, is statistical evidence 1960 Ago °%% change 
that more jewelry is being sold. SILVER $.91 3/8 $.90 1/4 +1.0 
The drop in failures among all PLATINUM $77 $52 +48.1 
segments of the industry except PALLADIUM $22 $15 +46.7 


instalment jewelers also testifies IRIDIUM $75 $65 +15.4 


to the good state of business. 
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T'S EXTRA BONUS 
TIME AT TOSHIBA 


FREE! 


Bonus oe KE $25.00 Point-of-Sale 
| wl a Merchandise Display 

Display th with Purchase of 

Deal No. LUE E ae om Toshiba Radios 


This eye-catching glass enclosed merchandise 
display, complete with lock and key, will be your 
powerful silent salesman. ABSOLU TELY FREE 
with purchase of six assorted Toshiba transistor 
radios .. . one each of models 6TP-357, 6TP-354. 
6TP-309A, 6TP-314A, 8TM-300S and 8TM-294 


FREE! 


$39.95 Transistor Radio 
Ratio per with Every Re-Order 
‘ee ot : of 6 Toshiba Radios 
Deal No. 2 ' ee Here's Extra profits for you! With every re-order 








of six assorted Toshiba transistor radios (listed 
under Deal No. 1) you receive ABSOLUTELY 
FREE one fast selling 6-transistor portable model 
6TP-304 with retail list of $39.95. 


Even the smallest dealer can share in Toshiba’s double barrelled bonus offer that adds extra 
profits with EVERY purchase of six assorted models. This extra bonus offer is for a limited 
time only! Contact your Toshiba distributor or write direct. 


Exclusive U.S. Representative for Toshiba Transistor Radios 


TRANSISTOR WORLD CORPORATION 
52 Broadway, New York 4, N.Y. 


TRANSISTOR RADIOS 





Cunge Sleson 


ENGAGEMENT and WEDDING RINGS 


SOLD BY MASTER JEWELERS THROUGHOUT THE UNITED STATES 





Something Wonderfully 
New Has Happened to 
Diamond Ring Styles 


When Orange Blossom began to 
create this new concept in 
diamond rings, they had you 


as well as the censumer in mind. 


Here are designs that are truly 
TODAY in concept and execution . 
ring stylings that will almost 
leap from your diamond case to 
the finger of a truly excited 


customer. 


National and local advertising 

and sales promotional materials 
are now working to tell your 
customers about these wonderfully- 


new styles. 


This is another big reason why 
more and more successful 


jewelers are turning to... 


Cunge Bloom 


TRAUB MANUFACTURING CO, ~ 
1934 MeGrow Avenve . Detroit 8, Michigan 


EWELERS’ CIRCULAR-KEYSTONE 








INTERESTING JEWELERS 





Civic Leader Sundlun: soon, under Washington, bus stops 


The commissioners of the District of Columbia were numb with 
alarm. Two days before, the Japanese had bombed Pearl Harbor. 
And now a warning had been received that the City of Washington 
might be bombed this night. It was mid-morning; soon it would be 
dark. Hurriedly, the commissioners conferred with the general in 
charge of the defense of Washington. A phone call was next placed 
to one Arthur Sundlun, downtown jeweler. Would Sundlun help black 
out the city’s stores, now teeming with Christmas lights? During 
that afternoon, every merchant in town heard, in one way or another, 
from Sundlun. That night downtown Washington waited, in total 
darkness. 

The commissioners’ call to Sundlun was no frantic whim. Sundlun 
was simply the man who, they knew, could get things done. He was 
perceptive enough to have helped 
write the Code of Ethies for the 
jewelry trade during the heyday 
of the National Recovery Act. He 
was the organizer whose traffic and 
parking plan for downtown Wash- 
ington in 1931 had averted a major 





crisis for the city’s merchants (the 
plan is still in force today). He 


was the jeweler who in 1928 had 





peen a prime mover in the union 
of the District jewelers’ associa- 
tion with the Maryland-Delaware 





Jewelers’ Association. He was able 
enough to have been elected vice- 
president three times by the 
American National Retail Jewelers’ Arthur Sundlun 
Association in the mid-30’s. Some men get things done 
Sundlun, who is today 71 vears 
old, has what very many prominent Washingtonians call a civic con- 
science—"I’I] bet he doesn’t know how many organizations he belongs 
to,’ says a friend—a capacity to organize people and thoughts, an 
uncommon energy. He has also a business sense which, coupled with 
a business integrity, has made his store, A. Kahn, Inc., one of Wash- 
ington’s largest and most respected. A. Kahn today has 17 employees, 
all busily selling goods at the no-“‘bargains,” no-price-cutting policy 
which Sundlun set down in 1921. 
Sundlun used to golf passionately, once helped build a Washington 
country club. He soon found that he would have to eliminate either 


v have no children). 
Sundlun’s major civic effort today is the Citizens Traffic Board, of 


his golf, his civic activities or his business, decided on the golf. His 
wife helps manage the store (they 


which he’s been chairman since 1943. He boosts traffic safety in his 
newspaper ads and on radio spots (he was a pioneer Washington 
radio advertiser, wistfully recalls it was once possible to sponsor the 
time every hour on the hour for $15 per week). He is also a board 
member of the ambitious Terminal Committee, Inc., which plans to 
redevelop a six-block area in downtown Washington, build two under- 
ground bus terminals, provide parking for 4000 cars, build a 15,000- 
person office building, devise underground passageways for cars. “It'll 
cost $160 million,’ Sundlun says, “but the money’s available. All we 
need now is a concerted effort.” Then a civic twinkle brightens his 
eye. Donald A. Dowden 
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Chicago Jewelers Association hosts 1000» "i 


“To be proud of our great past 
but not to let pride make us com- 
placent or indifferent to progress. 
[ think that this is the challenge 
we face in 1960 and in the years 
ahead.” 

So said Marshall R. Spies, presi- 
dent of the Chicago Jewelers Asso- 
ciation, at the Conrad Hilton hotel 
the night of Jan. 9. He welcomed 
more than 1000 members and 
guests to 86th annual banquet 


CJA the oldest active assocla- 


THE SOUVENIR: Each guest re- 


ceived a six-transistor Motorola radio. 


tion in the jewelry industry. 

After a dinner that lived up to 
the finest gourmet tradition (sv- 
pre nie de volarlle saute avec raisons 
blancs Véronique, riz sauvage for- 
estiere et aspérges Polonaises, as 
one course), came a two-hour pro- 
gram of nightclub entertainment. 

Head table guests included John 
Biggins, Louis G. Buss, George En- 
gelhard, John Leiner, Mead Mont- 
gomery, David E. Newman, Harry 
©. Radix and Howard D. Schaeffer, 
honorary members. 

Also, Mayor Richard J. Daley of 
Chicago, States Attorney Benja- 
min §S. Adamowski, Brig. Gen. 
Frederick E. Leek and Capt. I. M. 
Hampton of Glenview Naval Air 
Station and Capt. W. L. Harmon of 
the Great Lakes Naval Air Sta- 
tion. 

Also the following heads of jew- 
elers’ organizations: John R. Black- 
inten, Boston Jewelers Club; Frank 

Heyr.e, National Wholesale Jew- 

Association; Oliver H. Jen- 
Retail Jewelers of America; 
. Niemeyer, Jewelers Vigilance 


(please turn to page 162) 
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More glamorous than ever, the 
annual banquet of the Twenty-Four 
Karat Club of the City of New 
York drew 1600 members and 
guests to the grand ballroom of 
the Waldorf-Astoria Hotel the 
night of Jan. 16. 

Gilt branches’ festooned’ the 
fronts of the balconies and huge 
ribbons of red and white streamed 
like the roof of a giant tent from 
the central chandelier to the upper 
edges of the four walls. 

Dudley E. Sanderson of Oneida, 
Ltd., president of the club, had to 
direct his gaze every which way 
during his welcoming address. The 
diners, seated usually ten to a table 
(there were 168 tables), occupied 
two tiers of boxes as well as nearly 
every inch of the ballroom floor. 

Honor guests included the fol- 
lowing organization presidents and 
chairmen: William E. Smith of the 
Jewelers Board of Trade, John R. 


7 —- 
Blackington of the Boston Jewelers 














Sean «24 Karat Club dazzle matches Waldorf’s 


CLUB GIFT: All present received a 
lady’s fitted overnight case made by 
Hartman. 

Club, John B. Stevens of the Ster- 
ling Silversmiths Guild, Oscar 
Kind, Jr., of the Jewelry Industry 
Council, Oliver A. Jenkins of the 
Retail Jewelers of America, G. H. 
Niemeyer of the Jewelers Vigilance 


( ple ase turn to page 162) 








Chicago Jewelers Club (continued) 
Committee; Dudley E. Sanderson, 
Twenty-Four Karat Club of the 
City of New York; Edson W. Saw- 
ver, Manufacturing Jewelers and 
Silversmiths of America; Joseph 
L. Skinner, Canadian Jewellers As- 
sociation, and William E. Smith, 
Jewelers Board of Trade. 

Alvin A. Lauschke headed the 
80-man reception committee and 
Albert H. Greene was chairman of 
the banquet committee. 


24 Karat Club (continued) 
Committee, Joseph L. Skinner of 
the Canadian Jewelers Association, 
Frank J. Heyne of the National 
Wholesale Jewelers Association, 
Marshall R. Spies of the Chicago 
Jewelers Association, and Edson 
W. Sawyer of the Manufacturing 
Jewelers & Silversmiths of Amer- 
ica. 

The six-course dinner was fol- 
lowed by two hours of entertain- 
ment. featuring well known stars 
of television and supper clubs. Nor- 
man M. Morris headed the banquet 
committee and Barnett Robinson 
was chairman of the reception com- 


mittee. 


Treasury bill would end 
‘Gellman’ tax inequity 


A bill drawn by the Secretary of 
the Treasury, and introduced last 
month by Wilbur D. Mills (D., 
Ark.), would end all excise tax 
exemptions now accorded under the 
so-called “Gellman ruling.” 

The Gellman ruling, of course, 
refers to the court decision in 1956 
which gave Wholesaler Nathan 
Gellman the right not to pay the 
excise tax on jewelry goods sold to 
groups such as churches, fraternal 
organizations and the like, pro- 
vided the groups were using the 
goods as awards, prizes, premiums, 
etc. When, in 1958, after much pro- 
test, the Treasury recognized the 
Gellman decision as precedent, it 
did so with the reservation that 
such sales were tax-exempt only 
when made by wholesalers or by 
manufacturers; retailers still had 
to pay the tax on such sales, since 
the excise is a retail tax. 

Retailers since have charged 
gross inequity, unfair discrimina- 
tion. They say a big part of their 
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business has been lost to whole- 
salers and manufacturers because 
of the Treasury stand. 

The new Treasury bill is devised 
to end the inequity by the simple 
expedient of voiding the Gellman 
court ruling entirely, and by rede- 
fining a taxable retail sale as any 
sale except a sale made for the 
purpose of resale. 

The Retail Jewelers of America 
has voted unanimously to support 
such a bill. RJA does point out, 
however, that it would have pre- 
ferred extension of the Gellman 
ruling to the retail level. 

The Jewelry Industry Tax Com- 
mittee, however, has voted not to 
support any legislation which would 
remove the exemptions now ac- 
corded by the Gellman ruling. It 
has voted instead to proceed with 
plans for a legal test of the present 
Treasury stand which denies ex- 
emptions to retailers on Gellman 


: | 
Saies, 


Bradley plans to close 
horology school in 1961 


President Harold Rodes of Brad- 
ley University in Illinois said rs 
cently that “an apparent lack of 
interest in watchmaking” is 
prompting the University to plan 
to close its watchmaking schoo] in 
July 1961. 

An article in the January issue 


of JC-K incorrectly stated that the 
school planned to close in 1960. 
School is the nation’s oldest: en- 
rollment in recent years has, how- 
ever, dropped from 400 to about 
100. 


JEWELS BY TRIFARI: Model wears 
a pearl necklace adorned with a single 
emerald, with earrings to match, dur- 
ing the champagne-supper introduc- 
tion by Trifari, Krussman & Fishel 
of its new spring and summer lines 
of “Jewels by Trifari” at the firm’s 
headquarters at 16 E. 40th St., New 
York. New lines stress white as the 
years fashion color, high-necked 
chokers to go with the new fashions, 
pins, bracelets, more and more jew- 
elry. 


PEARL PARTY AIDS RETARDED CHILDREN: A “Pearl Party” fashion 
show set for Feb. 6 in the grand ballroom of the Plaza Hotel in New York, 
is being sponsored jointly by the Cultured Pearl Association of America and 


the Association for the Help of Retarded Children. 


Here, members of the 


planning committee from the latter organization, show part of the fortune in 


pearls which will be modeled. 


Hudson Faussett, Mrs. Frederick P. 


From left: Mrs. Arthur Boyer Schoen, Mrs. 
Pittera and Mrs. Arthur MacPherson. 


News Analyst Walter Cronkite will act as master of ceremonies at the affair. 
Ted Straeter and his orchestra will appear. 
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Shown approx. 7, actual size 


Rosary No. 1070-B (at top) 

Black or Brown Opaque Bead, Glossy 
finish. 7mm Round Shape beads 
Soidered links between beads, Sterling 
Silver. 

Keystone $6.00. With Contemporary 
Crucifix, Keystone $8.00. 


Rosary No. 168P. (At bottom) 
Sterling Silver with 6x8 mm Pear Shape 
Imitation Pearls, Soldered Links be- 
tween beads, Fancy or Plain Crucifix. 
Pearls have sufficient coats of essence 
to have safely withstood Rhodium Plat- 
ing. 

Keystone, $7.00. With Contemporary 
Crucifix, Keystone $9.00. 


Write for further Information 


A. F. GRENCI 


Mfg. of “Ave Maria" Rosaries 
136 Standard Ave. Butler, Pa. 


At all leading Gift Shows. Write for information 
A Rosary by Grenci Means MORE 





Be a little lambs. oe 
REMEMBER 


EASTER SEALS 
FIGHT CRIPPLING 
National Society 

for Crippled Children 
and Adults 

2023 W. Ogden Ave, 
Chicago 12, IIL. 





Quality contest prizes 
awarded, new drive on 


Switzerland is the destination of 
eight jewelry store customers and 
a lucky retailer, top prize-winners 
in the 1959 quality watch contest 
sponsored by the Watchmakers of 
Switzerland. 

Donald G. Perkins, of Enid, 
Okla., will be off on a 21-day excur- 
sion with $500 expense money. A 
15-day Swiss vacation is the prize 
of H. D. Gritz, Gritz Jewelers, also 
of Enid, at 
contestant’s 


whose store the win- 


ning entry was ob- 

tained. 
Retailers whose customers won 

15-day trips for two were Murray 


Wil- 
liam Crow, Jeweler, Denver. Colo.: 


Jewelers, Birmingham, Ala.; 
and Gaston Vaillancourt Jewelry, 
Whitefield, N. H. Each of 
awarded a 


these 
jewelers was Bolex 
movie camera and projector. 

Many other valuable prizes were 
given as a result of the contest, 
which was one phase of the Watch- 
makers of Switzerland’s grandiose 
promotion of quality timepieces. 

Meanwhile, the 1960 quality drive 
is progressing with the same un- 
flagging energy that characterized 
last vear’s successful campaign. 

It has been announced that the 
of quality watches 
the multi-weekly 
show. 


“inside story” 
told on 
Garroway 


will be 
Dave television 
This February-through-June sched- 
ule will be augmented by a top- 
market radio campaign of 25 spots 
Mar. 13 and 
Major gift 

will be 


a week, beginning 
running for 12 weeks. 
occasions for watches 
stressed during both the radio and 
television presentation periods. 
Campaign will meet its concen- 
May 
June, when the radio and television 
phases will be joined by full-page 


tration point in and early 


ads in Harper’s Bazaar, Mademov- 
selle and Town & Country. 

unifying theme of the 
program will be the comparison, on 


Central 


the inside, between good watches 
and cheap ones. 

The entire program will be close- 
ly coordinated with advertising and 
promotion efforts of major watch 
companies and importers; jewelers 
are urged to tie-in their own local 


promotion activities. 


(Advertisement) 


Jewelers’ Biggest 
Year for CCE 


Chatham Cultured Emeralds have 
one of the most 
stones jewelers 


proved to be 
profitable new 
have promoted in recent years. 
For precious jewelry depart- 
ments, 1959 was the biggest year 
so far in sales of this beautiful 
Every day, more 
sumers are asking to and 
buying Chatham Cultured Em- 
eralds. This is due to advertising 
in national publications such as 
Vogue, Harpers’ Bazaar, Esquire, 
etc., and the promotions of 
jewelers who have tied in with 
this advertising. 1960 is going to 
be an even greater year for ““The 
World’s Newest Jewel,” the stone 
that is so much like an emerald 
but costs only about one fifth the 
price. Share in these _ profits; 
write for prices and a memoran- 
dum selection today to: Cultured 
Gem Stones, Inc., 580 5th Ave., 
N. Y. 36, N. Y. 


jewel. con- 


see, 


See Page 187 
For New Rates 
On 
Classified Ads 











WATCH-BOTCHING 


is what you get when you 
buy your watch repair service 
on price alone. Cheaper at 
first, it hurts you later when 





your customers lose confi- 
dence in you and never 
return. 


Our reputation is built on 
quality watch repairing, fast 
service and competitive 
prices. Our nationwide clien- 
tele testifies to our reputation. 
Be convinced—send us your 
next watch repair jobs. 


KARELIN WATCH SERVICE | 


116 NASSAU STREET NEW YORK 38, WN. Y. 
CO 7-4895 

















ST 56/7 3-corat 
Linde 4-.01'/2 s.c. 
Diamonds. 

14K W.G. 

110.00 Keystone. 


ST 51 7-carat 
Linde star 2-.05 
F.C. diamonds. 

14K W..G. 
197.00 Keystone. 


a<® r Kin gs 


Designed to give the star 

prominence and_ security. 

Available with genuine or 
synthetic Linde Stars. 


801 WALNUT STREET 
PHILADELPHIA 7 


SERVING JEWELERS FOR OVER 35 YEARS! 


Should You 
SELL Your Store? 


Should You Run a 
Cash-raising Sale? 


The RIGHT decision may 
mean thousands of extra 
dollars to you! Let us 

advise you—without 
obligation. Weill tell 
you what's best for YOU! 


DON'T SELL OUT 
UNTIL YOU TALK 
TO US FIRST! 


All Inquiries Treated in Strictest Confidence! 


Cf EN. eee 
Specialists 
45 West 45th St., New York 36, N. Y. 
Member : Jewelers Board of Trade « Phone. JUdson 6-2334 
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Customs checks marking 
on Iron Curtain cameras 

The U. S. 
cracking down on 
marked cameras and lenses being 
from Communist East 


Customs Bureau is 


improperly 


imported 
Germany. 

Sureau says it has 
all inspectors to refuse, as unac- 
ceptable for importation, all cam- 
eras which are not marked prop- 
erly on the metal surface “made in 
Germany—USSR occupied.” 

The crackdown was touched off 
by Rep. Samuel S. Stratton (D., 
N. Y.), who first complained that 
cameras and lenses were coming 
from Red Germany marked only 
as to the cities where they were 
produced, and not bearing the 
legend required by law for goods 
made behind the Iron Curtain. 


instructed 


Excise exemption for 
stop watches amplified 


Internal Revenue Service officials 
have broadened their definition of 
a tax-exempt stop-watch to include 
any device designed to show 
elapsed time. 

In a new ruling, IRS says that 
even though a stop-watch has an 
hour hand, a minute hand, and a 
sweep second hand, it is exempt 
from the excise tax on watches so 
long as it is designed only to show 
elapsed time, and so long as it is 
incapable of telling time of day. 

IRS warns, however, that a stop- 


; 


watch could become subject to the 
excise tax if it were made of or 
ornamented, mounted or fitted with 
gold, silver, or other precious or 
imitation metals. 


U. S. youth grows in 
number, buying power 


The total number of U.S. young- 
sters is continuing to ‘“‘explode”’ at 
an astonishing rate. 

On Oct. 1, total number of en- 
rollments in schools and colleges 
was 44.4 million—23 per cent above 
1954 totals, 47 per cent above 1950 
enrollments. 

This fall, 2 million little people 
enrolled in kindergarten. Another 
29.4 million enrolled in elementary 
schools and 9.6 million enrolled in 
high schools. Still another 6 million 
are in junior high schools, and 3.3 
million are in colleges or 
sional schools. 

Merchants should aim more and 
more for young adult customers, 
distribution experts 


protes- 


government 
say. The reasons: Buying power of 
younger customers is rising faster 
than any other group, and their 
interests are shifting toward more 
serious purchases. 
Americans are marrying 
er, experts report. The median age 


voung- 


for marriage by men is now only 
22 vears. This means that half of 
all men marry older, but half also 
marry younger. 
median age for men was 26 


Sixty years ago, 
Vears. 


Twenty vears ago, it was 24 


40 YEARS OF SERVICE AT ONEIDA: These 57 employees of Oneida Ltd. 
Silversmiths, each of whom celebrated 40 years with the silverware firm in 
1959, were honored at a testimonial dinner in December. Gold watches were 
presented to the men; ladies had choice of gold watches or diamond rings. 
Presentations were made by Miles E. Robertson, president and board chairman. 
Since the start of the award program in 1943, 314 40-year awards have been 
made. Of the recipients, 140 are still active with Oneida. 
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#® The Gemological Institute of 
America has moved its New York 
offices and gem trade laboratory to 
080 Fifth Ave., New York 36. The 
Institute has also added classroom 
facilities. Telephone number is Jud- 
son 6-4880. 

# Nathan Rothschild has opened a 
silver shop at Rothschild Silver, 155B 
Canal St., New York 13. Shop fea- 
tures sterling hollowware and flat- 
ware, also has a variety of new, re- 
finished and antique sterling. 

® The Horological Society of New 
York will hold its 94th anniversary 
banquet and convention Feb. 14 at 
the Hotel New Yorker in New York. 
The New Jersey Watchmakers’ Asso- 
ciation will participate in the pro- 
gram. An exhibit hall showing the 
latest in watchmaking tools, equip- 
ment and facilities will be open to the 
public. 

# Harry Amols has withdrawn as a 
partner in the partnership of Eich- 
berg & Co., Inc., large New York 
diamond wholesaling firm. 

# Bernard Landau, importer at 608 
Fifth Ave., New York, left Jan. 2 
for the Orient. He plans to visit the 
ruby mines of Burma and the gem 
markets of Ceylon, India and Thai- 
land. He will 

seas for three months. 

es William L. Strauss, senior member 
of Kalbe Co. New York sales staff, 
returned recently from a_ two-weel 
trip to the Caribbean and West In- 


probably remain ove) 


dies. Strauss won the trip for sales 
performance in 1959. 

e The 36th annual winter affair of 
the Maiden Lane Outing Club will be 
held Feb. 18 at the Grand Street 
Boys’ Club, 106 W. 55th St.. New 
York. Included in the festivities are 
a cocktail party, dinner and cabaret 
floor show. Raymond VY. Lawrence, 
sales representative for JC-K and 
Club president, is in charge of the 


affair planning committee. On the 
committee: Marvin Hinter, Joseph H. 
Krier, Jr., Albert Walden, Robert 
Kk. McCormack, Philip M. Klein, How- 
ard M. Friedman, Erwing Kartzmer, 
Louis Waldman, Samuel Cohen, Har- 
vey Suderman, Leo Guggenheim, Mike 
Schwartz, Robert Paul and Irving 
Friedman. 

# Opalite, Inc., which manufactures 
floating opal and birthstone jewelry, 
has enlarged its Philadelphia offices 
and has expanded facilities. Offices 
are located at 1311 Lombard St. Firm 
has doubled its plating department 
capacity, has added 6000 square feet 
of factory space. Samuel Stonberg 
is president; John Price is factory 
supervisor. 


# Arden Jewelry Case Co., Inc., has 
moved to new, larger and more cen- 
trally located quarters, at 36 W. Fifth 
Ave., Mount Vernon, N. Y. New York 
office and showroom of the firm, which 
specializes in plastic jewelry boxes, 
is 48 W. 48th St., New York 36. 

es Paul Martin Platzman, New York 
industrialist and authority in the field 
of ultrasonics, has formed Ultrasonic 
Industries, Inc. The new firm has 
acquired a temporary plant at 14] 
Albertson Ave., Albertson, Long Is- 
land, N. Y., for its immediate ad- 
ministrative and manufacturing needs. 
A permanent facility will be built 
in the Engineer’s Hill section of 
Plainview Industrial Park, Long Is- 
land. In January the firm offered 
the Disontegrator System Forty ultra- 
sonic cleaner. Officers with Platzman 
in the firm: Herbert A. Frankel, 
vice-president Harold S. 
Remz, vice-president for engineering; 
"] | Combs. treasurer: Barbara 


for sales: 


Charles F. 
Jewett, secretary (all formerly 
Narda Ultrasonics Corp.), and 
P. Drinjak, manager of manu- 
facturing. 
s Morrow’s in McKeesport, Pa., 
moved recently into a new store lo- 
‘ation. The building which had 
housed Morrow’s was demolished to 
make way for the new one. 
s Posner’s Jewelers has moved from 
622 W. Main St. to 532 W. Main S35t., 
Pleasant, Pa. Firm began in Mt. 
Pleasant 1900, had been at the 
old Main St. address for 20 years. 
officers of the Golden Circle 
New York, elected at a meet- 
ing Nov. 16 at the Netherlands Club, 
Rockefeller Plaza, New York, are: 
Kramer, president; Joseph 
H. Frier. Jr., vice-president; Car! 
Avner. treasurer; Jerome _ Binder, 
financial secretary; Michael Schwartz, 
secretary; Julian Holzer, sergeant-at- 
arms. Elected as directors: Marce 
Stein. James Friedman, Jack Dia- 
mond. Michael Fina, Vince McKernan, 
Louis Waldman. Officers were in- 
stalled January 18 at the Netherlands 


W 


(,e% ree 


( lub. 

s New officers of the Horological So- 
ciety of New York are: Ralph Kalich- 
man, president; David Kaiserman, 
vice-president; Ben Matz, executive 
secretary; Felix Klein, financial sec- 
retary and treasurer; David Protas, 
trustee; Paul Miller, recording secre- 
tary. 

es Jule Roskin, president of I. Roskin 
Co., Inc., New York maker of die- 
struck diamond rings, has returned 
from a recent three-week tour of 
France and Italy. Firm expects to 
introduce continental ring styles soon 
for 1960. 


Leu Re DO 
EARLS 


CU 
P 


, 
e Parer the 
4 ertificate of Commendation 
a: _ 
by tlie Pearl Society 


of Japan 


Write for 

NEW BROCHURE 
of the facts 
about PEARLS. 
It’s FREE! 





VALUE—QUALITY—SERVICE 


Adolphe Adler 


Diamond Cutters 
and 


Importers 


All sizes and qualities from 1 pt. single 
cuts fo large stones. 


Selections of round & fancy shapes. 
Memorandum selections upon request. 


Liberal terms without extra charge to 
well rated firms. 


630-5th Ave. New York 20, W. Y. 
Circle 6-7315-6 
JOHN GRAY—Management 


e CREDIT FORMS Receipt Books 


Installment Contracts, Ledger Sheets, etc 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1. N. Y. 











ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST., NEW YORK 38, N. Y. 
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= Boston jewelers enjoyed a success- Common St., Belmont, Mass. Store 
ful holiday business. “It was a late name is Conti Jewelers. 
start,” according to Catherine Egan es Harold G. Wells, owner of Marwell 
of Kirby Co., “but the last 10 days Jewelry in Sommerville, Mass., was 
rushed us off our feet.” elected to the office of mayor of that 
s Officers and directors of the Dia- city, being sworn to office Jan. 4. 
mond Peacock Club will meet in Bos- s Peter E. O’Donnell, manager of 
ton’s Statler-Hilton Hotel Feb. 6. Day’s Inc., in Portsmouth, N. H., was 
Plans will be formulated for the elected a city councilor in the Novem 
April dinner-dance. ber elections. 
es Louis B. LeMay of LeMay Bros., s Paul C. Finne, formerly’ with 
Manchester, N. H., is enroute to Sharfman Jewelers in Worcester, 
Florida and Caribbean ports. Mass., and also formerly with White 
es H. S. Ruddock, Greenfield, Mass., liver Jewelers in White River Junc- 
jeweler, has devoted his largest show- tion, Vt., has purchased Kivimaki’s 
window to a display citing America’s Jewelers at 65 Parker St., Gardner, 
“first watchmaker’’—Luther Goddard. Mass. New store name is Finne’s 
Born in Shrewsbury, Mass., in 1762, Jewelry. 
Goddard was the first watchmaker to es Michaels Jewelers in New Britain 
produce watches in this nation. He Conn., recently installed a “Bride 
also trained the founding fathers of Own Room” department. Mary Smar 
the Waltham Watch Co. is chief bridal consultant; she is as 
e Jeweler Roger Brassard of Man- sisted among others by Mary Me 
chester, N. H., has been named pub- Kenna. 
licity manager for the Kennedy-for- es James A. Kelly, 80-year-old 
President Committee in New Hamp- eran of more than 40 years of 
shire. vice with M. A. Green Jewelers in 
CHAS. THOMAE & SON, Il e The 72nd annual banquet of Bos- Waterbury, Conn., was honored re- 
IS MAYNARD STREET ton Jewelers Club will be held Feb. 6 cently at a surprise birthday party 
ATTLEBORO. MASSACHUSETTS at the Hotel Statler-Hilton. John R. and dinner given him by 35 associ- 
Blackinton of R. Blackinton & Co., ates. He has been active in the 
North Attleboro, Mass., is club presi- jewelry business for more than 50 
dent. years, once was co-owner of Kelly & 
SN N es Abe Gosule, long-time jewelry in- Noonan Jewelers in the Brown Build- 
~ THE FINE Ai dustry figure in Boston, has pur- ing in Waterbury. 
MOUNTED © chased Belmont Jewelers in Belmont, s Rau Findings Co. in Providence, 
Mass. He will continue to operate the R. I., has purchased the tools and dies 
store under the Belmont name. of United Findings Co. Three former 
# Thomas Conti, formerly with Man- principals of United Findings—Bill 
hattan Jewelers of Watertown, Mass., Harrison, Chick Stone and Joe De- 
has opened a jewelry store at 501 Fusco—have been retained by Rau. 
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Sold only direet te Retallers 
WELLS MFG. CO., ATTLEBORO, MASS. 


YOU BE THE JUDGE! , 


Prove to yourself how our monthly display 


seniee oct eionte Remar wien Siete PHILANTHROPIST FINA: Michael C. Fina of Michael C. Fina Co., New 
fasten th end oes 200 York wholesale jewelry firm, second from right, was guest of honor Jan. 26 
price tickets. Write for . . . at a dinner given by the Silverware and Allied Industries division of the 

hb. Federation of Jewish Philanthropies. Fina was cited for his leadership in 

| philanthropic causes. With him, from left: Louis Farber of Farber Bros.: 


Edwin Paced in. BUSSE: Deborah Julich of Abraham & Straus; and Molly Gorer of R. H. Macy & Co. 
Dinner was held at the Plaza Hotel in New York. 


™ 
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#® Bieler-Levine Co. has 
offices at 5 N. Wabash Ave.. Chicago. 
Iil., and is specializing in 
staple and promotional jewelry, 
sales to the retail trade. 
@® Members and 
celebration at 
(lub at its 
Dee. 22. 


Kllbogen Was 


opened new 
costume, 
with 
guests enjoyed a 
the Chicago Jewele) 
annual Christmas 


fob 


party 
Stein & 


entertain- 


Lieberman of 
chairman of 
ment. 
s The 1960 


Asso 


scheduled 


Chicago Jewelers’ 
golf 
July 7 at 
in Elmhurst, 
se Frank 


clatio. outing is 
the Elmhurst Country ¢ 
[1]. 

Bruns, fo. 


ers representative, na 


mer manuf: 


nonorary mem bel 
Roosters of Chicas 

® Max Davis, Davis 
lr Toledo, hio, Was 
elected president recently of the West 
gate \ Merchants As 
es Joe Klebanoff has opened a jewelry 


Jewe ry (oO. l? 


a. 
liiage sociation 


and sundries wholesale Nusiness Sage 
Distributors, at 
Wichita, 
se Leroy 


fF 


220 N. Broadway. 
Kan 

Hammond 

named 


Man 


rorme! 


(pre 


pryvry 
aii 


| 
il 
Opel ed 
™ f 


Jewelers recent 


at 405 Fourth 


s Jordan’ 


ity. Jordan’s als 
tore at Third and Walnut 
on. S. D. 

e Vu! im Jewelry 


f ’ 


ids opened 
LOO5 Main 


Owners are Bil 


new location at 
(,oodland, Kan. 

inia Coen. 
es George M. 


Wendt 


recently 


ri 
a 


WES [I 


a jewelry store and watch repair shop 
on Main St., Waunakee, Wis. Wendt 
formerly worked for jewelry firms in 
Madison, Wis. 

e® Herbert White 
opened 


John 


Credit 


Novosel 


Jewelers 


and 
Royal 
in Kankakee, III. 

se Jacl 


have 


Cohen has opened Cohe 
14 N. 5th St., in the Lind 
\reade Building, Zanesville, Ohio. 

e E. J. Haute, Ind., 
recently remodeled and enlarged. 

s Tommy Foster and John Hill have 
Shaw 
Denton 
Kleanor Un 


Jew ele} S al 


Rogers in Terre 


purchased Denton Jewelry in 


from George 


neetown, IIl., 
Manager of the store is 
derwood., 

e lra Newman has 
Herman 
He had, 


tne store. 


a Dale 


purchased H. L. 
Ohio 


manayver ofl 


Jewelry in Sandusky, 


since 1957. been 
Torrance have pu 
at 2 S. Mai 


Store 


and Paul 
] Barritt 


‘royrr. . 
ite nn Uli, 


hase: Jewelers 
St. H 
a) slall 


Kan. was sold 


sarritt. 
Detroit 


recently elected 


Jewelers As- 
Edward J. 
Jew- 
Othe 


Orman, first \ ice-presl 


(;reater 


. f : l 
owner of Genringer 


elers, president for 1960. 
officers: Lou 
dent: Jack Schechter. second vice- 
president; Leonard Tigay, secretary, 
and William Bluford, 


es James Long has opened a jewelry 
tore at 2001 St. Lima, 


treasurer. 
Johns Road, 
Ono. 

es Rosemary Junod has been ap 
pointed manager of Argo & Lehne, 


Upper At 


( olumbDus 


Jewelers ranch store In 


a suburb of 
Lehne also has a downtown 
is store. 

named watch re- 
Otterlee’s Jew 


Point, il 


Hoppa 
rece! tly at 


W as 
pairman 


’ ‘ - y ‘ . . 
Irv. 442 Main St., Stevens 


REWARD FOR SERVICE: General Manager Herbert Ohman of Carson Jewel- 
ers in Decatur. Ill, looks over the shoulders of three of the employees of 


Carson’s branch store in Alton, Ill, each of whom 
diamond rings for completing 10 or more years of service. 


received $1,000, one-carat 
Award recipients, 


from left: Mel Klein, manager; Mrs. Robert Chappell, assistant office manager; 


Mrs. Walter Beecker, office manager. 
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We are prepared to buy you ouf 
for cash or sell for you and raise 
the necessary funds you may re- 
guire. 


AUCTIONS 


For JEWELER'S 


Fast Money Raising Sales 
Conducted 


Your Reputation's Protected 
Your Store Becomes Popular 
40 Years Experience! 

All Inquiries Kept Confidential 


Everything Furnished For The 
Success Of Your Sale 


Most Experienced Talent In 
America 


Sales Coast To Coast 


Sar’s Wholesale 


Distributors, Inc. 


2959 WEST 59th STREET 
CHICAGO 29, ILL. 
Phone WAlbrook 5-016! 

No Answer Phone HEmlock 4-7753 














The Quality line for 
the retail jeweler 


Local representation 
in most areas. 


B. David Company 


2525 Vine St., Cincinnati 19, Ohio 
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s $s --3 Coe and as fresh 
ppc Neu/ as Spring | 
, \ Sparkling Certified Wedding 
Rings of I4K gold designed 


to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS CO 
119 Edison Pl.. Newark2. N.J 
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Jewelry Stocks Wanted 


CASH WITHIN 24 HOURS for 
DIAMONDS CHINA O10 GOLD 
WATCHES GIFTW ARE PLATINUM 
JEWELRY SILVER FIXTURES 
PEARLS Complete Stocks ANTIQUES 
CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 


A Weiler? G,. 


Estoblished 1880 





ONO INNO OOOO 


All inquiries Strictly Confidential 
MEMBER REFERENCE 


Jewelers Board Your Local 
of Trode Bonk 


Division of M. Y. Finkelman Company 
29 &. Madison St., Chicego 2, Ill. 
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PRIC 
PROTECTED 


Bands are sold only one way, 
at one clean-profit price, to 
wholesalers and watch 
manufacturers, There are 
never any exceptions, This is 
another very tangible feature 
of the expansion band with 
many features —100% 
stainless steel, Total 
Flexibility, lowest return 
record and immediate 
replacement policy. 


my \ Write for 
: Ro _ illustrated 
a pamphiet 


BALDWIN Bracelet Corp. 
22 West 48th St., N.Y. 36, N.Y. 








RELIGIOUS JEWELRY 
AND GIFTS 
\merica s leading import- 
ers, manufacturers and 1 Ag 
distributors of religious 
articles. The only =<x 
complete selection in 
the trade. 
*® MEDALLIONS 
* STATUARY 
® ROSARIES 
* CRUCIFIXES 
* MISCELLANEOUS 
RELIGIOUS 
ARTICLES 
Write for NEW 64 page catalog 
with beautiful color illustrations 
FERRI BROS. INC. 


South 124 Route 17, Paramus, WN. J. HUbbard 7-8600 
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= Schneers Jewelers in Norfolk, Va., 
will be renovated. The building in 
which it is now housed (in the 200 
block of Granby St.) will be torn 
down and replaced by a modern new 
structure. 

2 Bill Champion, a native Georgian 
who has been in the jewelry business 
for 22 years, has been named man- 
ager of the watch and jewelry re- 
pair department of Kinard, 26 E. 
Washington St., Orlando, Fla. Cham- 
pion is a certified master watchmaker, 
is a member of the Horological In- 
stitute of America and of the Florida 
Watchmakers Association. 

es Kay Jewelry Co., large Washing- 
ton-based jewelry chain, has opened 
its second store in Greensboro, N. C., 
in the Northeast shopping center. 
Haskell Allen is manager of the new 
branch; he had been assistant man- 
ager of Kay’s downtown-Greensboro 
store. Norman E. Bayless is in charge 
of the watch repair department. 

= Moon Jewelry Co. has moved into 
the $175,000 new Moon Building at 
Monroe and Georgia Sts., Tallahassee, 
Fla., from 105 E. College Ave. Owner 
Lester Moon is president of the 
American Gem Society, and is a di- 
rector of the Retail Jewelers of 
America. He is also a past president 
of the Florida Retail Jewelers Asso- 
ciation. 








@® Fishel’s Jewelers on St. Simons 
Island, Georgia, has been sold to 
Larry Brumit of Blythe Island and 
T. M. Bennett of St. Simons Island. 
Name has been changed to Bennett’s 
Jewelry. Bennett is a railroad official; 
Brumit manages Rogers Jewelry in 
Brunswick, Ga. 

# Crown Jewelers, Inc., opened re- 
cently in Athens, Ga., at 275 College 
Ave. Owner Harry Weinstein has 
several other stores in Georgia and 
South Carolina. James H. Phillips 
will manage Crown Jewelers; he had 
been in the credit jewelry business for 
15 years in Anderson, S. C. 

es J. E. Gallagher has been named 
vice-president of V. Bain & Co., jew- 
elry firm in the new Charlottetown 
Mall, Charlotte, N. C. 

e R. J. Payne has been named man- 
ager of the Sterchi Bros. Jewelry Co. 
branch store in Decatur, Ala. Payne 
had for six months been at the Sterchi 
store in Greenville, Tenn. 

e Fred Waller, Nashville, Tenn., jew- 
eler, was named East Nashville’s 
outstanding citizen of 1959, in De- 
cember. Waller, 49, co-owner of Coles 
& Waller, is a noted singer, civic 
worker and churchman. Honor was 
given him as a surprise, at the climax 
of a dinner at which Waller had de- 
livered a talk entitled “What East 
Nashville Means to Me.” 


‘ i oe ls,» sag 


ON TO ATLANTA: Directors of the Southern Jewelry Travelers Association 
get together to lay plans for the 10th anniversary jewelry show, to be held 


July 17-20 at the Henry Grady Hotel in Atlanta. 


Show, which caters to 


buyers from the southeastern states, has become the third largest sectional 
show in the nation. The directors, from left: Ben Mandel of Croton Watch Co.; 
Charles Clary of Franciscan China; Walter Schaeffer of J. R. Wood & Sons; 
SJTA Secretary Vera Hill; Morton Reynolds of Gemex Corp.; Aaron Ascher 
of Jacques Kreisler; Frank J. Russell of Anson, Inc.; Fred J. Steinbrenner of 
F. B. Rogers Silver; Larry Gordon of Color-Mail, Inc.; Harold Vinson of 
Longines-Wittnauer; Luby Lynch of Elgin National Watch Co.; Charles Med- 
nikow of Mednikow & Paul; Harvey M. Epstein of Benrus Watch Co. 
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SOUTHWEST Ll f 


= Hunt’s Jewelers in Bethany, Okla., 
has moved its Oklahoma City branch 
store from 3124-A N. May Ave. to 
1512 N.W. 16th St. in the new Meri- 
dian shopping center. 

=e Peden’s Jewelers in Ardmore, 
Okla., is quitting business after 45 
years of continuous operation. 

= Petry’s Jewelry Store, Inc., has 
opened at 223 N. Parkerson Ave., 
Crowley, La. 

s Becker’s Jewelry, res. 
in Ho 


prancn 


-year-old firm 
iston, Tex.. recently opened a 
store in the Meverland Plaza 
shopping district. 

se John Havlir of Dallas, Tex., is 
now with Star Jewelry Co. He for- 
sold for Josep! Soble. V Jewel 
Inec., and Dolan & Bulloe k Co. 

es The 1960 
Gift Show will 
City, Aug. 7-8. 
es Tola 
following 
1960: John Havlir, advertising: 
W olk, membership; Rav 
inating: J. C. Wilfert 
Norman Teguns, grievance: 
Epsteir 


i 
welfare 


| 
meriy 
; 7 
Oklahoma Jewelry and 


He neigd in Ok lahoma 


Tumbleweeds announced the 
chairmen fo 
Dick 
Teguns, nom- 
code of ethics: 
Ralp! 


Warner King. 


committee 


1 entertainment: 


is Jewelers rece) tly opened at 
N. Grand Ave Enid, Okla. 
wners are Harry Morris and his 
wife, Louise. 
# Rosenfield’s Jewelers, three - store 
firm in Oklahoma City. Okla., has 
leased space in the new Penn Square 
shopping center at Northwest High- 
way and Pennsylvania Ave. 
es Paragould Jewelry in Paragould, 
Ark., was purchased recently by Al- 
fred and Macon Rowe. Former own- 
ers were Edgar Landrum and Frazier 
Hammond. 
es Strasmick’s Jewelers, 112 W. Main 
St., Ardmore, Okla., observed its 43rd 
anniversary in late November and 
early December 195% 
es James E. Carter has been elected 
president of the Houston Guild of 
the Texas Watchmakers’ Association, 
to serve through 1960. Other new 
officers: H. G. Waller, first vice-presi- 
dent: R. F. Schramm, second vice- 
president; Wm. H. Graff, secretary; 
Price Wende, treasurer. 
ws New officers recently elected by 
the Dallas guild of the Texas Watch- 
makers’ Association are: president, 
Ernest L. Seitzler; vice-president, 
Garvin B. Tuley; secretary, Basil 
Shamburger; and executive secretary- 
treasurer, R. B. Raymond. 
=s New members recently added by 
Tola Tumbleweeds are: Harry E. Bix- 
by, Emil Braude, Carl A. Buchel, Joe 
M. Buchel, Bitzi Borenstein, Joseph 
Y. Chen, Mark M. Danner, 
Gardner, Sam Freedman, 
Gitelman, 


A. W. 
Aaron S. 
Francis Herwitz, Bill Tie- 


ber, Jim Valentine, Louise Lea 
Wright, T. S. White, Henry R. Sand- 
ler, and Leonard Yanigan. 

# Ronnie Berkman of Dallas, Tex.., 
is new traveling salesman with J. H. 
Gross & Co. His father, David Berk- 
man, travels for Gruen Watch Co. 

® George Weach, watchmaker, for- 
merly with Rosenfield’s Jewelers in 
Oklahoma City, Okla., is now with 
s3olen Jewelry in El Reno. Weach is 
president of the Oklahoma Watch- 
makers’ Association. 

e B. C. Clark, Jr., of B. C. Clark 
Jewelers has been named to the board 
of directors of the Oklahoma City 
Retailers’ Association. 

ws Mike Shedrick, formerly of Okla- 
homa City, is manager of the new 
Casady Jewelry store, opened last 
Nov. 19 at 102 S. Morton, Okmulgee, 
Okla. 

a Gulfgate Jewelers recently opened 
for business in the newly completed 
Gulfgate shopping center, Corpus 
Christi, Tex. Address is 6034 Lex- 
ington St. 

es LaMaster Jewelry Co., at 
St., Amarillo, Tex., is selling 
out its entire stock and fixtures 
preparatory to going out of business. 
es B. H. Dunnagan has moved Dunna- 
Jewelry from 104 E. 
St., Hooker, Okla., to a new 
next door to the post office. 
s Hofgave’s Jewelers has been open- 
ed in the new Pasadena Market Cen- 
ter at 2763 Red Bluff Road and North 
Pasadena St., Houston, Tex. 

s University Jewelers opened late in 
November at 835 N. Park Ave., Tuc- 
son, Ariz. It had been at 939 E. 3rd 
St. Owner is Mrs. Ruth Cook. 
e New watchmaker at Gift 
Jewelers in Festus, Mo., is 

Lenhart. 

s L. B. Bratton, jeweler in Welling- 
ton, Tex., is 1960 head of the Colling- 
wirth County Chamber of Commerce. 
ws Zale Jewelry Co. plans to open a 
new store in San Antonio in the 
spring of 1960. 

s Mancel Page has joined May Jew- 
elers in Farmington, N. M., as watch- 
maker and gemologist. 

s Brown Jewelry has moved from the 
Frontier Oil and Gas Building to the 
North 10th St. shopping village. W. 
W. Brown is owner. 

s Cubitto Jewelry Co. has moved into 
a new shop in Copper Hills, near 
Miami, Ariz. Joseph Cubitto is owner 
of the store, which has been in the 
Miami area for 28 years. 

es Frank’s Jewelry has opened in 
its new location at 135 E. Ave., Sils- 
bee, Tex. Frank Rudisaile is owner. 
ws Gem Jewelry Co. has opened at 423 
Procter St., Port Arthur, Tex. 
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, A ring sizer 


‘ SAVES ON 
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e Makes rings 
larger or 
smaller 

®@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 
16 sizing holes permits 
the greatest range of only 9950 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 


new hermes 
154 West 14th Street, New York 11, N. Y. 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Impert 
FONDEVILLE & CO., INC. 


149 Sth Ave.. New York 10, N. Y. 
AL. 4-0104 











mu FOR INCREASED SALES AND BIGGER CASH PROFITS pam 


Deal Direct—Save! Get very best diam ind values! 
R rh stones t uw ur own n ern | 


lirect to you n tine mount 
~oeoatiy 
serTvice 


t Fully ‘Gementted. Mi 


phone PL 7-1236. 








} details rated firms. Write for big FREE Catalog plu 
etai on 


nust a! 
GLE AML 1G HT 71 W. 47th St., Dept. KR, New York 
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National Society for 
Crippled Children and Adults 
2023 W. Ogden Ave. 
Chicago 12, IIL. 





America s Most 
Beauti ully Styled 
Diamond Rings 


GOMEZ 
MFG. CO. 


657 Musston Street 
San Francisco § 


Telephone YUkon 2-6828 
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BLACK STAR SAPPHIRES 


} 4 60¢ PER CARAT 
AND UP 
UPoRte® 


INTERNATIONAL GEM & PEARL CO. 
220 W. Sth St., Les Angeles 13, Calif. MAdison 4-1777 


EMERALDS 


Memo selections to rated 











Loose or mounted. 
jewelers. Write 


I. WIDESS & SONS MAdison 6-147] 
220 W. 5th Street, Los Angeles 13, Calif. 
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dumb bunny 
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fight crippling 


National Society 
for Crippled Children 
and Adults 
2023 W. Ogden Ave. 
Chicago 12, Ill. 


WEST COAST 


= New officers of the Southern Cali- 
fornia Guild of the American Gem 
Society are Wesley Savage of Santa 
Barbara, president; Virgil Luke of 
San Bernardino, vice-president; and 
Neil Morrison of Inglewood, 
tary-treasurer. 

= Sel-Rex Corp. of Nutley, N. J., 
precious metals processor, has opened 
a West Coast office at 2180 Colorado 
Ave., Santa Monica, Cal. Office man- 
ager is Walter H. Walezyk, a former 
with Remington Rand-Uni- 


secre- 


engineer 
Vac. 

es Andrus Jewelers of Salinas, Cal... 
has opened a second store there, in 
Sherwood Gardens. Owner is Alva 
Andrus. 
a Richard 
jewelry 


opened a 
credit store at 1411 Pacific 
Ave., Santa Cruz, Cal. George Mathis 
is watchmaker at the store. 

Nuggets will host a 
cocktall party 


is steen nas 


The Golden 
tournament and 
the northern 
California Retail Jewelers As- 
Mar. 6-7 at the Hotel Clare- 


Berkeley. Cal. 


convention of! 


mont in 
es Members of the Evergreen Ducks 
will stage exhibits and put on a pro- 
vram Feb. 20-22 at the Pacific North- 
welers Association con- 
Multnomah Hotel in 


west Retail Je 
vention. at the 
Portland, Ore. 
e The Northern California 
the AGS met Jan. 13 at the 
Hotel, San 
Van Craeynest & 


Francisco, as president. 


Guild of 
Bellevue 
Francisco, with 

zer of Linzer, 
= Color photographs current dia- 
mond jewelry designs were shown at 
the California Museum of Science. 
Exposition Park, Angeles, Jan. 
7-30. All 48 designs in the 1959 Dia- 
monds - International Awards Collec- 
tion were included in the exhibit. 

es Name of Ted Brown Jewelry in 
Mesa, Cal., was changed re- 
‘ently to J. C. Humphries Jewelry. 
Brown and Humphries had opened the 


Costa 


store under partnership 13 years ago; 
Humphries bought 


snare. 


four years later 


out Brown’s 
e Carroll’s Jewelry at 323 Pike St., 
Seattle, Wash., moved 


Pike Sts. 


recently to 
Fourth and 
s Schmitz Jewelry opened in Eugene, 
Nov. 13. 

es Lawson - Schiller 1166 
Fifth Ave., San Diego, Cal., recently 
purchased the branch store which it 
had leased at 123 E. Main St., El 
Cajon, Cal., from Mr. and Mrs. 
Gwynn Wilson. 
e Wilfred H. 
Goodman Jewelers, San al 
recently opened a new branch at 112 
W. Grand Ave., Escondido, Cal. 

es G. W. Coble, certified and regis- 
tered watchmaker, has opened a new 


Ore., on 


Jewelers, 


owner of 
Diego, C 


(,oodman. 


jewelry store at 4924 La Sierra Ave.. 
La Sierra, Cal. 

es A new license Was issued recently 
by the City of Los Angeles for Lead 
ing Jewelers Association, Inc., located 
at 1124 S. Beverly Drive, Los Angeles 
ws Ray Hatfield of Portland, Ore., re 
cently opened a new 
in the Raleigh Hills 
ping center. 

es William G. Lowry, of 
Kugene Watch Crvstal & Engra' 
Co., Eugene, Ore., has purchased the 
Regal Rok Crystal & Dial Co., Port- 
land, Ore., from Curtis G. Halbert. 
s Henry of San Fran- 
cisco, Cal., and Jack Rudick, well 
known in the jewelry 


trade in 
nave 


jewelry store 


subur pan snop- 


) 41 ] 
Rothenberg. 


Soutn 
> 


oined as pal 
eacock Jewelers, 1015 Maz 
Fran Isco. 
NO 
maker, 2120 Irvi 
has been sell 
and fixtures, an 
jewelry business. 
e Muxen Jeweiry has moved 
Main St., Sumner, Wash., 
Alder Ave. 
es The jewelr 
McNichols l 
McMinnville, 
es Lester Hil 
Ore., who has been 
1955. 


Springfield. 


~~ * . 


| . . ~+1e 
npusiness since recenti 


a new store 
es John Schilatterer. a wate! 
( nicago area 


La Verne 


Pomona, (Cal 


and jeweler in the 
30 vears, irchased the 
Jewelry Store 1 
e Jai 


rep! esentatl' 


Raich, jewelry manufact 
recently 
Room 905, 

gveles. 

we Two PWel! 

branches in the 

Portia 

Son, of Salem, Ore 

of Portland, Ore. 

Jewelry in 


(‘enter in 


e Sjolund 
was purchased recently bj 
Mrs. Donald L. 
operated a jewelry 
Colo. 
es Mr. 
and watch 
in California, 
will operate 


3rixius, Who 


store in 


Oscar Hocnstrasser, 
repairman for many yea! 
recently purchased and 
Jardine Jewelry 1 
Driggs, Idaho, a branch of the Ashton, 
Idaho, store. 

es Sales Manage: 
Granat Manufacturing Co., California 
maker of diamond engagement and 
wedding rings, held 
meetings Jan. 11-12 in 

attendance were Frank Granat, Sandy 
Wolfson and Bill Gollberg. Granat 
and Wolfson also met with Lloyd 
Mishler and Nat Post in New York 
Jan. 14-15. 


Desmond Smith of 


spring sales 


Chicago. In 





Executive Appointments 


Arthur B. Johnson has been ap- 
pointed vice-president of Ronson 
de Mexico, a subsidiary of Ronson 
also been 
firm’s 
U. S. export department. He will 
continue as vice-president of Ron- 
son Products of Canada, Ltd. Mi- 
chael R. Shamata has been named 


Corp. Johnson has 


named manager of the 


general manager of Ronson Prod- 
ucts of Canada, Ltd. 

David L. Judson has been elected 
president of Sovereign Watch Co.., 
wholly-owned subsidiary of Ben- 
rus Watch Co. 


concurrent with 


Appointment is 
Benrus expan- 
sion into the field of popular- 


watches. Ru- 


named 


priced and fashion 
dolph Epstein has been 
vice-president and controller of 
Gruen Industries, Inc. Epstein was 
for 9 vears controller of Bulova 
Watch Co. At Gruen he will func- 
tion as head of administration 
Stanley Brauze has been appointed 
treasurer of Traub Manufacturing 
Co., maker of Orange Blossom dl- 
amond rings. Brauze has been with 


the firm since 1955. has been act- 


William T. Hurley, Jr. 


David L. Judson 


ing treasurer for the past year. 
Durand B. Blatz, vice-president 
and treasurer since April 1959 of 
International Silver Co., has been 
elected to the firm’s board of di- 
rectors. Blatz joined International 
In 1957. 

William T. Hurley, Jr., 
dent for sales of Reed & Barton, 


has been named to the firm’s board 


\ ice-presl- 


of directors. He has been with 
Reed & Barton since 1935. Sinclair 
Weeks. Jr.. has also heen elected 


ae the board of directors ot the 


Heavenly 


Kloating 
Opal 


Cross 








1311 LOMBARD STREET 
PHILADELPHIA 47, PA. 


Rudolph Epstein 


Taunton, Mass., silver firm. 
Weeks, a 1945 graduate of Har- 


vard College, is executive assis- 
tant to the president of United- 
Carr Fastener Corp. 
Robert L. Chyrchel, 
vice-president of manufacturing 
for Bell & Howell, has been ap- 
pointed a staff vice-president with 


erstwhile 


responsibility for manufacturing 
planning and development for all 
present divisions and subsidiaries 
of Bell & Howell. Everett F. Wag- 
ner replaces Chyrchel. 








Aurora 
Borealis 
Cross 


~~] 


Both crosses 
are available 
in gold-filled 
or sterling 
silver 














co-founder and charter member of Bj|| would force seller 
Q) h i t ua ri es the Grand Rapids Watchmakers ' t 
Guild, died early in December. to explain credit costs 
Two of his sons, Ross and Bert, A bill to require that consumers 
‘ continue the business. be given the truth about interest 
y 7 IP a_nreaci.- > 
sbrenyers i Jump, (4, vice-presl rates and finance charges when 
oan and treasurer of J. E. Cald- Charles A. Zanner, 86, retired borrowing money or buying things 
nap & C9., well-know n downtown jeweler of Washington, D. C., and on credit will be introduced early 
Philadelphia jewelry firm, died 29-year Mason, died Dec. 7. in this session of the Congress by 
Dec. 23. Jump joined Caldwell in Sen. Paul H. Douglas (D., II 
: ‘ e . < . cA» *» ° 
> TAS > Ta Ar rpaTtary 4 ; las 
1906. He was elected secretary William D. McNeil, 84, who was The bill now being drafted by 
} QF ’ by ®) ala: ‘Ag} > . 7 ~ : M Y | ; 
in 1935, had been vice-president president of the American Na- Senator Douglas would require that 
, ‘ea ime ad 2 QA42 . — . . aN 44€ cA» : bs 
and treasurer since 1943. He was tional Retail Jewelers Association in all credit transactions _— 
also a director of the firm. from 1932 to 1938, died Jan. 25 at the consumer, the borrower or pur- 
a ne | Utica, N. Y. He was chairman of chaser be given in writing ae total 
Julius Goodman, 87, retired presi- the Retail Jewelry Code Author- amount of the finance charges he is 
dent of Julius Goodman & Son, ity under NRA and later chair- a" av and the vercent- 
f Memphis, Tennessee’s, old Porer contracting to pay and the percent 
one Of Memphis, lennessee's, old- man of the Jewelers Publicity het auch an : t bears to 
st jewelry firms, died late in N : baa age that such an amount bear: 
est jewelry firms, dled late in No- Committee, predecessor of the the outstanding balance, expressed 
"? sy" > vé . ‘ 7? > , » - ~ ‘ 7 - : < : < c 9 - i sot 
vember. He was a widely known Jewelry Industry Council. His eee a) interent 
sportsman ; ea “ce in simple annual interest. 
sportsman. widow, Irma Southworth McNeil “In too many instances today,” 
of Utica; two sons, Donald S. Mce- on Douglas esa ale ae 
Jay M. Malashock, 64, founder Neil, editor of JC-K, and Philip F. .. a4 
and president of Malashock Jew rp eg sumer who signs a document that 
and president O© Maiasnock Jew- McNeil of Utica; and five grand- ‘ould have 
‘Iry Co. in Omaha. Nel i ; . ; places him in debt would have to 
eiry O. In maha, Neb., died in children survive. 
November. He and a_ brother, 
Harry, started the business 45 Sam Oberman, 83, principal in 
years ago. S. Oberman, New York maker of 
diamond platinum jewelry, died 
Roscoe J. Warn, 89, one of the Nov. 30. He had been in the 
oldest jewelers and watchmakers jewelry business for 55 years. His 
in Grand Rapids, Mich., and a son Milton continues the firm. 











be a lawyer to understand the fine 
print that spells out his rights and 
liabilities; and he would have to 
be an accountant or an expert in 
higher mathematics to compute the 
cost of the credit in simple annua! 
terms. Altogether too often he is 
deceived into paying a higher cost 
for credit than he has been led to 


p | | expect. 
Planning A STORE- WIDE SALE? “True annual rates, running as 


neh . te high as 30 or 40 per cent, are 


9 = T 0 camouflaged in terms of rates 
(awe l sé€ Uur which are seemingly modest be- 


a pide . y  - “DO-IT cause they are stated as monthly 
¥ 


rather than annual rates, and 


r We YOURSELF" further disguised in the form of 


Sales fees, charges, discounts, and the 
like—all of which make up the true 


Promotion cost of credit to the consumer.” 
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ae aL Package Congressman sees more 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING legislation for elderly 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY Congress is going to pay increas- 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 ing attention to the needs and de- 
~ ea mands of the older segments of the 
population. 


All Phones Hie am _—e | AOR ——_ Rep. John Brademas (D., Ind. 
a 3 . a rr a 4 . . 
‘Zé StORE wine ag ke re - roan’ says the unique needs of senior 

RAndolph Flim. « . citizens in employment, retirement 


4 

<*> a income, health and medical care, 
| and housing, will get growing at- 

tention from the lawmakers. Some 
legislation has already been intro- 
m= 2 3g duced; more will be added next 
q fee bs . q year. Some 9 per cent of the U. S. 
—— Be 3 population are now over 65 years 


J. BIELER PROMOTIONS 350 .0i2fME 2m 4 || sit cimnared with per cent 


172 JEWELER 


wae = 
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6-9550 














Coming Events 


FEBR UA R Y 


1-14 — Merchandise Mart China, 
Glass and Gift Market, Chicago. 

6 Boston Jewelers Club annual 
banquet, Statler Hotel. 

7-10—Buffalo Gift Show, Statler- 
Hilton Hotel. 

7-10—San Francisco China, Glass, 
Gift and Jewelry Show, Sheraton- 
Palace, St. Francis and St. Drake 
Hotels, Merchandise Mart, Brooks 
Exhibit Hall. 

7-14 Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

14-17—Portland China, Glass, Gift 
and Jewelry Show, Public Audito- 
rium, Plaza and Benson Hotels, Port- 
land, Ore. 

20-22—-Oregon RJA annual conven- 
tion, Multnomah Hotel, Portland. 

21-22 ’acific Northwest Retail 
Jewelers convention, Multnomah Ho- 
tel, Portland. 

20—Tola Tumbleweeds spring meet- 
ing, Hotel Adolphus, Dallas. 

21-22—Washington RJA annual 
convention, Portland, Ore. 

21-24—Seattle Gift Show, National 
Guard Armory, Olympic and New 
Washington Hotels, Terminal Sales 
Building. 

21-25—Allied Gift and Jewelry 
Show (spring), Hotel Adolphus, Dal- 
las. 

21-26—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
Ing. 

22-25—-Industrial Diamond Asso- 
ciation of America annual conven- 
tion, Hollywood Beach, Fla. 

28—Illinois RJA annual convention, 
Springfield. 


MA R C H 


6-7—California RJA northern con- 
vention, Hotel Claremont, Berkeley. 

6-9—Denver Gift and Jewelry Show 
(spring), Hotel Albany. 

6-10 Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

12-14—-Minnesota RJA annual con- 
vention, Leamington Hotel, Minne- 
apolis. 

19 Manufacturing Jewelers & 
Silversmiths of America annual ban- 
quet, Statler Hotel, Boston. 

20-23—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


aA Ff & Ft 


2-5—American Gem Society annual 
conclave, Statler-Hilton Hotel, Bos- 
ton. 

23-May 3—Swiss Industries Fair, 
Jasel, Switzerland. 

24-25—-Alabama Jewelers Associa- 
tion annual convention. Thomas Jef- 
ferson Hotel, Birmingham. 

24-May 3—Hanover Fair, Hanover, 
Germany. 

24-25 Alabama Retail Jewelers 
Association annual convention, 
Thomas Jefferson Hotel, Birmingham. 


FEBRUARY 1960 


24-26 — Florida RJA annual con- 
vention, Tampa. 

29._Diamond Peacock Club annual 
banquet, Statler Hotel, Boston. 

30-May 1—North Carolina RJA an- 
nual convention, Raleigh. 


MA Y 


1-2—-Wisconsin RJA annual con- 
vention, Kenosha. 

1-14—U. S. World Trade Fair, Colli- 
seum, New York. 

6-15—United Jewelry Show (fall), 
Sheraton-Biltmore Hotel, Providence, 
i 2 

8—South Carolina RJA annual con- 
vention, Myrtle Beach. 

15-20—-New York Stationery Show, 
Hotel New Yorker. 

20-22—Tennessee Watchmakers and 
Jewelers Association convention, Pat- 
ten Hotel, Chattanooga. 

20-22—Watchmakers Fair, Patten 
Hotel, Chattanooga. 

28-31 Watch Material Distribu- 
tors Association of America 14th an- 
nual convention, toosevelt Hotel, 


New York. 
JIU N €E 


7-8—Educational Jewelry Manufac- 
turers Association annual convention, 
Chicago. 

14—Providence Jewelers Club an- 
nual clambake, Francis Farm, Reho- 
both, Mass. 

17-20—American Watchmakers In- 
stitute premiere convention, Morrison 
Hotel, Chicago. 

19-21—Vermont RJA annual con- 
vention, The Lodge, Stowe. 

25-27—New Hampshire RJA an- 
nual convention, Lake Tarleton Club, 
Pike. 

JutLtyY 

17-20—Southern Jewelry Travelers 
Association annual convention, Henry 
Grady Hotel, Atlanta, Ga. 

17-21—Retail Jewelers of America 
midwest convention and trade show, 
Morrison Hotel, Chicago. 


AU GUST 


14-18—Retail Jewelers of America, 
Inc., annual convention and trade 
show, Waldorf-Astoria Hotel, New 
York. 

28-30 tetail Jewelers of America 
Pacific Jewelry Show, Biltmore Hotel, 
Los Angeles. 
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3—Tola Tumbleweeds fall meeting. 
Hotel Adolphus, Dallas, Tex. 

3—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las, Tex. 

1-6—Ohio RJA regional convention 
and jewelry show, Netherland-Hilton 
Hotel, Cincinnati. 

1-8—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Tex. 

17-18—Horological Association of 
Iowa annual convention, Hotel Roose- 
velt. 

18-21 Denver Gift and Jewelry 
Show (fall), Hotel Albany. 

19—Michigan Horological Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

24-26—Michigan Jewelers Associa- 
tion annual convention, Pantlind Ho- 
tel, Grand Rapids. 

25-27 — Phoenix Gift and Jewelry 
Show, Hotel Westward Ho. 

25-27—Detroit Jewelrv Show, Hotel 
Statler-Hilton. 


SNOWFLAKE 


Electric Wall Clocks At a 
Sensationally Low Price to You! 


Your chance to offer your custom- 
ers one of Westclox’s most popular 
electric wall clocks at a tremendous 
saving—and still earn a solid 
mark-up! Don’t miss this chance 
for more Westclox full profit —fast! 

© 3-dimensional white diol. 

* Colorful plastic case. 

* Shatterproof crystal protects entire 

dial. 
* Front hand set; sweep second hand. 


* Popular seller at $6.98 





INo. 1200 RED, MINT GREEN, | 
PINK, OR CHARCOAL 


RETAIL PRICE ONLY °488 
DEALER Cost onty °3%6 





| 


6 OR MORE.... °9!9 
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DON'T DELAY! Take advantage of this offer today. 
Order yours now! 


It’s a Wonderful Time to Sell! 


WESTCLOX 


MAKERS OF BIG BEN « A DIVISION OF 
GENERAL TIME CORPORATION « LASALLE-PERU, ILLINOIS 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


By Manny Silverman 


Shreveport, La. or Podunk, U.S.A. 
We can do the same for you. | 


>, 


We contracted for a complete service 
sellout, and immediately took over the 
operation of his store on a guaranteed 
basis. 


BUT... ON JANUARY 5TH OUR 
SELLOUT WAS COMPLETE. 


ran 


HE HAD NOTHING LEFT BUT CASH 
IN THE BANK, IN THE AMOUNT OF 
WELL OVER $115,000. 


4 ‘ 


NOW YOU TELL ME WHY WE CAN'T 
DO THE SAME FOR YOU! 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 FIFTH AVENUE, N. Y. 36, N. Y. 
TELEPHONE: Plaza 7-4692-3 





Personnel 











Westinghouse announces the ap- 
pointment of two new sales represen- 
tatives in the portable appliance di- 
vision: 


John C. McClarran has been named 
district manager in the Buffalo and 
Rochester area. He comes to West- 
inghouse from Rubbermaid, Inc. 
Sobey has been made a 
territory around 
Erie and 


Charles 
salesman in. the 
Pittsburgh, Johnstown, 
Wheeling. 


Richard Marcoux has been appoint- 
ed to the advertising staff of Benrus 
Watch Co. Prior to joining Benrus, 
he was with Allied Chemical Co. 


William Oden has been named west 
coast field representative for Holze 
Watch Co., Inc., distributor of Un1- 
versal Geneve watches. 

William L. Howell, Merriam, Kan., 
has been appointed to represent Sil- 
ver City Glass Co. in western Muis- 
souril, Kansas and Nebraska. 


Lloyd Ravneberg has joined the 
sales staff of Traub Mfg. Co. He will 
handle the Orange Blossom diamond 
ring line in the northwest states. He 
has been in the retail jewelry busi- 


ness for the past 15 years. 


William L. Howell Lloyd Ravneberg 


Jerry Friedman Ralph L. Brown 

Jerry M. Friedman has been named 
Pacific Coast representative for Flex- 
let. A former retailer himself, Fried- 
man is well known in the area. 


Ralph L. Brown has joined Ad- 
vanced Ring Manufacturers, and will 
represent them exclusively in the 
western territory. He was formerly 
vice-president in charge of sales at 
C. A. Kiger Co. 


Tariff cuts possible on 
some imports, exports 


A new round of lower interna- 


tional trade barriers is in the 
works this year. 

The tariff-cutting is scheduled 
for September 1960 under the in- 
ternational General Agreement on 
Tariffs and Trade (GATT). U.S. 
preparing two 


officials are now 


lists—one of items on which this 
wants other countries to 

tariffs, and the 

which the U. S. will offer lower 


country 


lower other on 
tariffs on foreign goods in return. 

The 
public hearings later this year, be- 


lists will be subject to 
fore the international negotiations 
Start. 

However, Congress may throw a 
Reso- 


snag into the negotiations. 


lutions are being introduced in 


Congress to halt all tariff-cutting 
preparations in this country, while 
much 


lawmakers consider how 


LU. S. firms would be hurt by cur- 


rent economic integration in Eu- 


rope. 
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PISS my 


: CRIPPLED. CHILDREN « 


Talal alalalala 


EASTER SEALs 


fight crippling 
on three fronts 
1- TREATMENT 
2-RESEARCH 
3- EDUCATION 
Send your gift today! 


National Society 
for Crippled Children 
and Adults 
2023 W. Ogden Ave. 
Chicago 12, Ill. 
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EASTER SEALS HE/p 


CRIPPLED CHILDREN 
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international introduces three 
new displays for flatware 


spring buying seas 

f International 

ware display units 

bridal season display 

backed by a white bridal 

motif of velvet centered with black 
} 


ride. Mini 


} . | 
ature flowers are attached. 


flatware ls 
and white picture Ol a 


Valentine display consist 
ts, one of red velveteen. 
other of white and silver paper. 

n the general spring display, six 
patterns are mounted on yprass-green 
ribboned panels. The spring theme is 
set by a bouquet and a group of min 
ature garden tools 

All three displays sell as a group 


for $9.95, F.O.B. Meriden, Conn., or 


individually at $6. Merchandise is 
not included. 

Contact International! 

vision of Internationa! 

Meriden, Conn. 


Engraving material needs no 
polish or lacquer, Hermes says 


Hermes Plastics has introduced a 
new engraving material which is said 
to be a great time saver for all who 
use polished brass plates for plaques, 
name plates and related items. 

The free-cutting brass comes with 
an elastic resin coating that will not 
crack or peel during the engraving 
process, and is covered with masking 
paper. This protects the polished sur- 
face during fabricating or engraving. 
According to the manufacturer, the 
material does not require polishing or 
lacquering after it is engraved. 

Brass is available in a variety of 
shapes and sizes. 

Contact Hermes Plastics, Inc., 154 
W. 14th St., New York. 


New display designed to show 
three gift-boxed crosses 


A blue and red stained glass win- 
dow surmounts this new display de- 
signed to show Gemex gold filled 


Gold colored arch is decorated 


white flowers. Cross- 


small 


shaped gift boxes stand on bases of 


red. 
The display is available free with 
assortment A-124, which includes 12 
ses and chains, three on the dis- 
stock. 


play and nine for’ reserve 


; | , ror OF 
Jeweler LIS d09/.59. 


® , 7 
Contact vour Gemex wholesaler. 


Comprehensive service offered 
by new packaging firm network 


Packaging Corp. of America, form- 
ed last summer by the three-way 
merger of American Box Board Co. 
of Grand Rapids, Mich., Central 
Fibre Products Co. of Quincy, IIL, 
and Ohio Boxboard Co. of Rittman, 
Ohio, has announced that it is now 
offering a nationally integrated pack- 
aging-marketing service to meet the 
requirements and changing 
needs of the jewelry industry. 

The new service, utilizing eight ma- 
jor mills and 41 converting plants lo- 
cated from the eastern seaboard to 
the Rocky Mountains, will have at its 
disposal staffs of artists, designers, 
engineers and photographers. This, 
the firm says, will make it possible 
to quickly keep up with changing 
trends in packaging, as well as pro- 
vide rapid service in fulfilling the 
needs of individual customers. 


, 


special 


Keepsake spring promotion set, 
will be sparked on “Bandstand” 


Keepsake 


- . — + 

AMERICAN BANOSTAND | 

133 STATIONS ; 

ABC-TV 430.500 PM @ | 
¥ Ae 





) 


Dick Clark, whose “American Band- 
stand” show is now carried by 133 TV 
stations throughout the nation, has 
been selected to spearhead the spring 
1960 promotion of Keepsake diamond 
rings. 

Clark, who will take personal! part 
in the Keepsake commercials, is con- 
sidered one of TV’s most powerful! 
salesmen, and receives more fan mall 
than any other TV personality. 

Keepsake’s spring 
schedule runs for 22 
through June. The “Bandstand” com- 


DY DI2@ Space 


advertising 


weeks from Jan. 
mercials will be backed 
ads in 
America. 
To enab 
part in the drive, 
ing a “Dick Clark 
with newspaper mats, 


Magazines read by young 


» authorized dealers to take 
Keepsake is offer- 
Promotion Kit” 
display card, 
streamer and ring box cards. Also 
available are dealer radio spots fea- 
turing Clark, as well as autographed 
photos for use in traffhic-building pro- 


motions. 


New system tries to reproduce 
north light for diamond display 


A “totally new concept in jewelry 
store illumination” is now being of- 
fered through the Gemological Insti- 
tute of America. 

Called “Diamondlux,” the new sys- 
tem is designed for maximum effect in 
the display of diamonds. Finding 
that north light (light on a mod- 
erately overcast day from 10 a.m. 
till noon) is the most reliable for 
grading and matching diamonds, GIA 
has tried to approximate this ideal 
condition. This makes it possible to 
view diamonds under circumstances 
that enhance their natural sparkle 
and brilliance. 

For fine color grading, GIA is of- 
fering the “Diamond Color Compara- 
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tor,” a plastic unit that shields the 
from direct overhead light 
which would otherwise mask the true 
color. 

For further information, contact 
Gemological Institute of America, 
11940 San Vicente Blvd., Los An- 


7 
geles, 


Stones 


David Karp awarded patent for 
“Emerald-Glo" diamond rings 


A patent has been awarded to 
David Karp Co. for a technique of 
diamond setting that gives five 
baguettes the appearance of a single 
emerald-cut diamond. 

Feeling that the growing popular- 
ity of the emerald-cut diamond has 


created a demand for this style at 
low prices, the firm has developed 
this patented method, found in the 
exclusive “Emerald-Glo” ring. 

Four specially cut baguettes are 
used in the Karp setting to frame a 
fifth baguette. The result is the ap- 
pearance of a full emerald-cut stone. 

ald-Glo” is available in a large 
f styles and sizes, in 14K 
or white gold and ten per cent 
platinum. 
aler aids are also available. 
act David Karp Co., Ince., 
St., New York. 


Display unit from Oneida shows 
selection of stainless patterns 


SOLID STAINLESS 
ONEIDA 


A new four-color window or counter 
display is being offered free with the 
purchase of any five cr more standard 
sets of Oneidacraft “Premier” and/or 
“Deluxe” stainless. 

Each display includes an actual 
fork in the “White Lily,” “Shoreline,” 
“Shasta,” “Accent,” “Paul Revere,” 
“Taper,” “Profile,” and “Sand Dune” 
patterns. 

Displays will be shipped 
Oneida, parcel post prepaid. 


from 


Norelco line to be given big 
push during winter and spring 


At a recent sales meeting of the 
North American Philips Co., it was 
announced that the Norelco electric 
shaver line will be given heavy and 
concerted advertising support during 
the winter and spring selling season. 

Norelco is planning four agyres- 
sively promoted sales events during 
this period. The first, launched in 
Jan., encouraged early 1960 retail 
sales. The Feb. campaign will be 
based on the winter Olympics. Each 
will be backed by heavy advertising 
in newspapers and magazines. This 
will be supported by a schedule of 
television commercials, as well as di- 
rect mail and point-of-sale materials. 


Serving tray comes as display unit with J-B ident assortment 


resaleable serving tray lined with 
rold decorated smoked glass is 
ffered free of charge to all 
who buy Jacoby-Bender’s 
assortment of identification 
bracelets (PV-12). 
Tray has a retail value of $12.95. 
While used as a display piece, the 
tray shows 12 J-B “Photo-Vue” idents 
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held by red, white and blue velvet 
collars. The pad is of contrasting soft 
white satin. 

Included in the assortment are one 
dozen gift boxes. 

Assortment of bracelets, including 
tray and boxes, costs $51.45. Retail 
value is $116.25 FTI. 

Contact your J-B distributor. 


Bulova's waterproof watch test 
unit is portable, waterless 


Bulova has produced a small “alti- 
tude chamber” that permits testing 
a waterproof watch without the use 
of water. 

Designed for use in retail jewelery 
the portable unit takes only 
The watch 


stores, 
60 seconds to test a watch. 


: : ULOVA 


is coated with a thin film of Bulova 
“Detectaire” solution and placed in 
the vacuum chamber dome. With the 
pressure around the outside of the 
watch lower than that inside its case, 
tiny bubbles in the film show the lo 
cation of any leak that may be pres- 
ent. Tester is priced at $19.95. 


Northern lights motif featured 
in Opalite's new cross design 


“Aurora Borealis” the new cross 
being offered by Opalite, is designed 
with the spectacular northern lights 
in mind. 

Available as pendant or earrings, 
the cross is furnished with gold filled 
and sterling chain or ear wires. It 
comes in a steel covered gift box. 

Contact Opalite, Inc., 1311 Lombard 
St., Philadelphia. 


Proctor launches full-scale ad 
campaign in 40 marketing areas 


Starting the week of Jan. 11, 
Proctor Electric Co. began placing a 
full schedule of color advertisements 
in newspapers in 40 marketing areas 
throughout the country. This is the 
first such campaign in the firm’s 
history, and will continue through 
March. 

Theme of the drive is “‘Now is the 
time to buy Proctor.” The full line of 
products will be featured. Company 
spokesmen said that the program was 
undertaken on the basis of a survey 
showing that on an average day && 
per cent of all homes in the U. 8S. 
receive a daily newspaper, and that 
ads were felt to be one of the most 
useful features. 





Symbol will identify products 
of Landers, Frary & Clark 


In keeping with the growing im- 
portance being placed on brand iden- 
tification, Landers, Frary & Clark has 
introduced a new corporate symbol 
that will be used to identify the more 
than 300 products manufactured by 
the firm. 

Standing before the emblem (left 
to right) are Stanley G. Fisher, vice- 


president and general sales manager; 
Bret C. Neece, chairman of the board; 
and Harry T. Silverman, president, all 
of Land Frary & Clark. 

The firm’s will continue 
to be marketed under their established 


proaucts 


oe 


trade names, which will be incorpo- 


rated into the new svmbol. 


Ronson gives its regards to 
Broadway with giant display 





RONSON CFL 5 


electric shaver 


Newest addition to the array of 
giant advertising displays around 
New York’s Times Square area is the 
sign featuring the Ronson “CFL” 
shaver. This marks the first 
time that Ronson has utilized the so- 
called “spectacular” as an advertising 
medium 


electri 


Located above the northeast corner 
of 46th and Broadway, the display 
measures 20 by 34 feet. It features 
full color and lighting. 

In March, another similar Ronson 
display will be unveiled. This one will 
be located diagonally across. the 
famous thoroughfare at 47th St. 


Speidel's “Big Boy-Best Girl" 
promotion geared for Valentines 


Valentine’s Day, Feb. 14, is the 
target of Speidel’s special promotion 


of its “Big Boy” and “Best Girl” 
curb chain identification bracelets. 
distributors all over the 
country have sent retail jewelers in- 
formation about the “Big Boy-Best 
Girl” Valentine display. 

The 12-piece unit consists of six 
“Big Boy” bracelets, two vellow, four 
white, and six “Best Girl” items, 
three yellow and three white. 

An order form on the promotion 
folders enables the jeweler to order 
the display unit, complete with brace- 
lets and a free newspaper ad mat, at 
Retail value is $59.40. 


cy . ; ? 
speidel 


a cost of $30. 


Kingsley consultant to advise 
on imprinting, monogramming 


Jewelers who sell greeting cards, 
stationery or other items that lend 
themselves to imprinting or mono- 
gramming are now being offered a 
free confidential consultant service by 
Kingsley Machine Co. 

Woodie Hall, manager at 
Kingsley, will be in charge of the ser- 
vice, said to be instituted to help re- 
tailers who are not availing them- 
lves of the possibilities offered by 
proper exploitation of imprinting and 
monogramming various types of gift 
merchandise. 

Hall says that anyone wishing 
take advantage of this service may 
so, without cost or obligation, by con- 
tacting him at Kingsley Machine Co., 


. 


sales 


~ ¢- 


. 
. 


850 Cahuenga, Hollywood, Calif 


Seventeen’ promotes serving 
pieces in teen party feature 


“Are Your Parties the Most?” is 
the title of a feature article in the 
Feb. issue of Seventeen magazine. It 
should be of interest to jewelers as 
well as to the teen-agers for whom it 
is intended. 

The article recommends a variety 
of silver, china, glass and wood serv- 
ing pieces for eight special teen 
parties, such as an after-the-game 
“Midnight Feast,” “Sunday Special” 
and “Sweet Sixteen.” 

Also featured is a 20-question quiz 
for testing “hostess rating.” 


Renaissance motifs featured 
in new accessories from Syroco 


Shield plaque backed by decorative 
but non-functional weapons is one of 
the items in the new “Renaissance” 
line introduced by Syroco, Inc., a di- 
vision of Syracuse Ornamental Co. 

Presented to the trade at the Jan. 
home furnishings market in Chicago’s 
Merchandising Mart, the new collec- 


tion features designs inspired by the 
Renaissance. Selections are available 
in “metalgold” finish or “metalsilver,” 
designed especially for this line. 

Also introduced were several addi- 
tions to the “Early American” group. 
Among these are a battery-operated 
standing clock on footed base and an 
eight-day banjo wall clock with an 
eagle on top. 


Business machine firm has 
new cash register model 


R. C. Allen has introduced a new 
electrically operated cash _ register 
which is said to be designed specifi- 
cally to meet the needs of small 
businesses. 

The new model 80E has a ring-up 
capacity of 99.9, and a totaling ca- 
pacity of 999.99. A chart, suitable for 
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ase as an index of clerk names. de- sample merchandising tays that have owners who may be considering dis- 

partments, etc., is located to the left been prepared for the firm’s cus- posing of their businesses. 
of the commodity key row. It can be tomers. Entitled Dollars and Sense Facts 
removed for changes. The accompanying text discusses About Selling a Jewelry Store on 
Large visible dials with locked dial some of the techniques and procedures Stock, the pamphlet includes a sta- 
shutter permit quick sales checks at that go into making the full-color tistical survey of how jewelers have 
any time during the business day. tags. disposed of their stores in past years. 
Contact R. C. Allen Business Ma- Contact American Tag Co., Dept. Also included is an analysis of the 
chines, Inc., Dept. 80, 678 Front Ave., P, 151 Cortland St., Belleville, N. J. four most frequent ly followed courses 
N. W., Grand Rapids, Mich. of action. A special section deals 
with surplus merchandise and how to 

Store disposal is subject of get rid of it. 


New folder illustrates tags, booklet from Gordon Brothers Contact Gordon Brothers, 38 Brom- 


: field St., Boston. 
describes how they are made Gordon Brothers, a_ Boston firm 


A free, four-color folder has been specializing in buying jewelry stores, 
released by American Tag Co. At- has published a booklet designed to 
tached inside the cover are several act aS a basic guide to jewelry store Two new models added to line 
of Remington electric shavers 





The Remington Rand electric 
shaver division of Sperry Rand Corp. 


Wy A T = H S A L E S G O U be i has introduced two models to Us line. 


“Lady Remington,” styled 

. men. can be adiusted for use 

men, can we ail ef IOT wUs¢é 

... when you promote your repair department : } 

or underarms. A selector button 

Statistics tell us that watch repairs account for at least 12% of the retailer's annual the front panel is pushed left for 
grooming legs, and right for under- 
' : :, arms h: . fo) : ~ f a nail 
ne standpoint of trafhe creation and watch sales promotion, the repall department areas. It na , U row v itters, 
and a small release button allows re- 


nas no peer among all the jewelers lines " : 
moval of the entire head for cleaning. 


jusiness. In the smaller stores this figure may zoom to as much as 50%! From 


PE EE Sens Senne a eke SE SNES EN “RED: A: A “Lektronic” for men features roller 

twist that’s bound to please—and bring in extra profits, too! It’s a jumbo post card combs said to adjust to any beard and 

(6” x 6”) that you can use as a business builder. It simply states, “The watch you skin. It runs on two rechareeable 
batteries, permitting cordless shaving. 

by letting us inspect the movement now. An inspection costs nothing and may It is claimed that the batter les store 

The enough energy for a whole week 

shaving. 

| Retall price of 
information on the operation and mechanics of a watch. $35.95 “Lady Remington” 


herish and depend on deserves expert attention. Protect your watch investment 


| ates 
save you needless expense and inconvenience in the future. Drop in today! 


other side of the card is packed with interesting bits and pieces of little-known 





All you need do is address the 
card to past watch repair custom- 
ers, put on a 4¢ stamp, sign your 


store name and address, and mai!. 


“Good music” spots help sell 
quality market, Hamilton says 


It's definitely an appealing little 

mailer available to you at our 

printing and handling cost! —_— Hamilton Watch Co., delighted with 

| ) the effectiveness of its “good music” 

treet .- radio advertising commercials 

USE THE COUPON TO (mainly in FM), has announced that 

ORDER YOUR SUPPLY NOW. “% it will now use them in some AM-FM 
State combined stations. 

ae — oe Asked to define “good music,” Ham- 

CIRCULAR-KEYSTONE 5 ilton said that it runs the gamut from 

STS. PHILADELPHIA 39. PA. tasteful popular music through the 

pure classics. 
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Forstner swings into "Sixties" 
program with new merchandise 


“Portrait” photo charms, picture 
holders available in sterling silver o1 
12K gold filled, are part of Forstner’s 
new spring line. 

Among other 
form the company’s “Super Sales for 


Sixty’ campaign are the “Americana” 


, 
' 


products that will 


self-sizing ladies’ watchbands. “Little 


Darling” boy and girl angel charms, 
and “‘Let’s Dance” jewelry for teen- 
ayers. 
| merchandise is gift packaged 


and mounted on free displays for the 
jeweler. 

Contact your wholesaler or Forst- 
ner, Ine., 646 Nye Ave., Irvington, 
J 


Display from Schick features 
three new shaving accessories 


Schick’s new display for electric 


shaving accessories combines self-ser- 
vice shelves with a stock cabinet for 
storing shaver parts. 

Designed of wood, metal and plas- 
tic, the display Schick’s 
three most recently introduced prod- 


features 


icts tne 56-way adjustable repiace- 


ment head for electric shavers intro- 


ELECTRIC SHAVING HEiDS 


BO G4 
S140 #, 
Pac roms awry 


duced prior to 1957, new ‘“‘Pre-Shave 
Powder Stick,” and “Shaver Clean,” 
for lubricating and cleaning shaving 


heads. 


Incabloc story told in "Digest" 
ad: reprints are available 


The story of the Incabloc “shock 
absorber” was told in a full-page ad 
appearing in the Dec. Reader’s Digest. 
It is estimated that about 35 million 
people were exposed to the ad. 

Featured are two drawings that 
illustrate the Incabloc in relation to 
other parts of the watch movement. 
The accompanying text describes the 
function of Incabloc in the operation 
of a watch. 

Jewelers wishing to obtain reprint 
folders for use as handouts or mail- 
ers may do so by contacting Incabloc 
Corp., 730 Fifth Ave., New York. 


Over 90 years 
of service 


Night owl Paar has key spot in 
Hamilton Beach spring plans 


Hamilton Beach has announced ad- 
vertising plans for the first six 
months of 1960. Spearheading the 
drive will be the firm’s participation 
as a sponsor of the “Jack Paar Show.” 

Full-page ads in four colors will 
appear in Better Homes & Gardens 
for March, House & Garden for April, 
and House Beautiful for May. 

According to the company the 
campaign is geared to produce a 
maximum amount of impact and ver- 
satility, and will probably increase 
dealer sales to a record high for any 
corresponding period in the past. 


You cannot 

think of a 
better place 
to ship your 
old gold... 


»+. SMart jewelers con- 
tinue to ship their old 
gold, filled, spec scrap, 
silver, platinum, etc. to 
Goldsmith Bros. 


because 
... they are assured of 
prompt, dependable re- 
turns—checks that satisfy. 
a 
We refine sweeps, polishings, 
sink settlings, filings, etc. 


DIVISION OF NATIONAL LEAD CO. 


Soldamilh Bw. 





111 N. Wabash Ave., Chicago 2, Ill. e 


74W. 46th St., New York 36, N.Y. 





Paradoxes in Watch Case 


Ninth in a series on waterproof watches, 
explaining why a single tiny leak is 
more apt to produce condensation than 


several larger ones 


® TWO OUT OF EVERY THREE questions on water- 
proofing of watches concern themselves with 
condensation under the crystal. Some watch- 
makers claim that new waterproof watches show 
condensation. Other watches showing condensa- 
tion were those recently repaired. Still other 
watchmakers complain about condensation only 
during warm, humid weather. 

Among the many questions asked are: Can 
a perfectly waterproof case show condensation? 
If watches that show condensation are of water- 
proof design but leaky, then why should cases 
which are ordinary, non-waterproof types be 
free from condensation? Does condensation prove 
that the case is not waterproof? What causes 
condensation? When is it most likely to form? 
How do you prevent it? If condensation shortly 
disappears, should it be ignored? Can condensa- 
tion be caused or induced by locking in humid air 
during casing’? When is the best time and under 
what conditions should the movement be cased 
to prevent condensation? These and many others 
are constantly being asked by the watchmaker 
and jeweler who must service and sell these 
watches. 

To understand more about condensation and 
this problem, we should review our knowledge 
of atmospheric pressure. Air has weight just like 
anything else. At sea level, air pressure (due to 
its weight) averages 15 pounds per square inch; 
some days it weighs more and some days it is 
lighter. When we assemble a watch movement 
and then enclose it in a “waterproof” case we 
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pack into the case the prevailing pressure and 
weather. 

If the case is not airtight, the pressure in the 
case will equal, for the time being, the pressure 
outside of the case and no change will take place. 
However, should the barometer show a drop in 
pressure, the air in the leaky case will exert a 
greater pressure than the surrounding air out- 
side, and this will cause the extra air packed into 
the case to push out through the leaky spots in 
the case. 


Leaky Watches “Breathe” 

When the weather changes again and the at- 
mospheric pressure becomes greater than before, 
air will now push into the case. Thus a leaky 
case actually “breathes” with the changes in 
pressure and weather. If the leak is minute, the 
pressure will exert its full force at the “pinhole’”’ 
and will continue until the inside pressure is 
equalized with the outside pressure. (An interest- 
ing experiment concerned with this will be ex- 
plained later.) If the case is very leaky, the pres- 
sure will equalize rapidly without concentrated 
force. This can be likened to a water pistol 
with a tiny ejection hole. Only slight pressure 
is needed to send a long, thin stream. If the pistol 
should have a large hole or numerous leaks, the 
same pressure produces no apparent force. The 
air (pressure) escapes or enters without ap- 
parent force or opposition, while if the leak is 
minute, all of the pressure must exit at this one 
spot. 

To get back to our leaky watch case: as it 
breathes, it will push out the atmosphere as well 
as have atmosphere pushed into it, or be appar- 
ently sucked into the case. Should some moisture 
suddenly wet the leaky spots and the pressure 
outside the case rise, the moisture or wetness 
would immediately be pushed into the case 
through the minute crevices, much like the squirt- 
gun mentioned earlier but in reverse. 

A slightly leaky case warmed on the wrist 
has more pressure than the surrounding outside 





Condensation 


air. If cool water or perspiration should wet the 
case, this would tend to cool the case (by its own 
temperature as well as by evaporation) causing 
the air inside the case to contract with a corres- 
ponding lowering of pressure. This would cause 
the air surrounding the case to enter, pushing 
any moisture or liquid with it. 

What happens to this moisture to cause it to 
become vapor and condense as droplets on the 
underside of the crystal? Warm air rises, cold 
air, being heavier, drops. When a watch is worn 
on the wrist, (Fig. 57) the warmest spot on the 
watch is the back of the case in contact with the 
skin. Numerous tests have shown that this is 
most always measured at 92°F. This causes the 
warmed moisture in the watch to move around 
by convection as vapor. This vapor moves until 
it strikes the crystal which measures 81°F. The 


by Henry B. Fried 
JC-K Horological Consultant 


crystal, being further from the warm wrist, is 
colder (Fig. 58). Furthermore, it is made of 
glass or plastic, a poor conductor of heat and 
does not change temperature very rapidly. 

As this vapor strikes the crystal, which is 11°F 
cooler than the bottom of the case, it suddenly 
chills, and condenses into tiny droplets which 
appear as condensation. This action is similar 
to warm breath striking a cooler surface such as 
a pane of glass or metal. The entire process can 
be likened as well to the grass becoming wet in 
the morning, and it results from the dew point 
being reached thus: Warm air can hold more 
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Figure 58. Crystal chills air 
within watch which has been 
warmed by wrist contact, 
causes vapor to condense as 
in area indicated by arrow. 


Figure 57. Uneven temperatures to which 
a watch is exposed cause condensation 
when the watch has a small leak. 











moisture than cold air. During the day when the 
grass and earth are warmed by the sun, the 
warmed air may hold much more moisture in 
suspension. When the sun goes down at night, 
the earth rapidly loses heat. This cools the air 
near the ground. If the air becomes cool enough, 
the relative humidity near the ground becomes 
100 per cent. In other words, the air becomes too 
cold to hold the amount of moisture it did while 
warm. Any further drop in temperature will 
then cause this vapor to condense in the form of 
dew-droplets and to cling to the grass or ground. 
At what temperature will water vapor con- 
dense? This answer depends on three things. 
1. The prevailing temperature. 2. The relative 
humidity. 3. The amount of temperature drop. 
‘or example: suppose that the prevailing tem- 
perature is 70 F and the relative humidity is 51 
per cent. This means that the air contains 4.08 
grains of water per cubic foot (at the same tem- 
perature and with 100 per cent humidity, it 
would be able to hold 7.98 grains of water). If 
the temperature is lowered to 50°F, the same air, 
now chilled, will not be able to hold so much 
moisture, and the relative humidity will then be- 
come 100 per cent since the air at 50°F can hold 
only 4.08 grains of water in suspension. Any 
further lowering of the temperature will cause 
condensation in the form of dew, fog or rain. 
When moisture is in a watch case, condensation 
will not appear unless the temperature drops to 
the dew point. Usually this takes place when the 
warmed, moist air strikes the cooler crystal. 


Condensation Experiments 

[s it possible to lock moisture into an air-tight 
case during casing so that visible condensation 
will take place? 

An afhirmative answer can be only a theoretical 
one, but in actual practice the answer is no. Ex- 
periments have been conducted by many, includ- 
ing this writer, in which watches were purposely 
cased during 100 per cent humidity and in warm 
conditions. Efforts to induce visible condensa- 
tion in perfectly good waterproof cases were 
unsuccessful. To understand this better, we must 
acquaint ourselves again with the meaning of 
relative humidity, dé w-pornt, air saturation and 
moisture. 

Air can hold just so much moisture in suspen- 
sion. When too much moisture ladens the air, it 
becomes saturated. This can be likened to a 
sponge. It will hold just so much water; add an- 
other drop and it will drip. Now, the amount of 
moisture that air can hold per cubic foot in- 
creases with the temperature. In other words, 
warm air can hold much more moisture than cold 
air. For example, the table to follow shows the 
amount of water (moisture) that air can hold 
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at 100 per cent relative humidity at given tem- 
peratures, measured in number of grains per 
cubic foot. For comparison, 7000 grains are re- 
quired to make up one pound (of water); 1 grain 
equals .0648 grams; about 15!5 grains equal one 
gram; 453.59 grams equal 1 |lb.; 1 gram equals 
one cubic centimeter of water (volume). 


GRAINS OF WATER VAPOR PER CUBIC FOOT (OF AIR) 
THAT CAN BE HELD IN AIR AT GIVEN TEMPERATURES 


(FAHRENHEIT) 


Degrees F Grains per cu. ft. 


10 18 
20 1.24 
30 1.94 
40 2.85 
50 4.08 
60 5.75 
70 7.98 
80 10.93 
90 14.70 

19.77 


The air isn’t always saturated with all the 


water vapor that it can hold. At about 70 F, if 
the air at this temperature contains only 4 grains 
of water vapor per cubic foot, the air is then 
only 50 per cent saturated, and its relative humid- 
ity is 50 per cent. If the air contains only 2 
grains per cubic foot at this temperature, we say 
the relative humidity is 25 per cent. 

Examine the table above and notice how much 
more water vapor the air can hold at 100 °F than 
at 10 F. 
the temperature is about 76 F, and it is shower- 
ing steadily. In other words the air is saturated 
at 100 per cent humidity. With this condition, 
the sheltered air thus holds about 10 grains of 
water vapor per cubic foot or about 14 in. cubed 
of water. The watchmaker cases a waterproof 
watch during this condition. Will the crystal 
later fog with condensation with all this water- 
vapor locked into it? Let us see. While there are 


Now suppose it is a rather warm day; 


10 grains of water vapor per cubic foot in this 
prevailing weather condition, how much water 
vapor is in the small, free area of a watch? 
There are 1728 cubic inches in a cubic foot. 
The largest wrist watch case does not allow more 
than one-eighth of one cubic inch of air-space, a 
most generous estimate. Therefore, to find out 
how much water-vapor is contained in the oc- 
cupied watch case, we must divide the 10 grains 
(per cubic foot) by 13,824 (1728 « 1,4” - 
13,824). Thus we get only .00072 grains (or 
.000046 grams) of water-vapor in the watch case. 
Condensed into one spot or as a droplet of water, 





it would measure about .0469 cu. mm. This is not 
nearly sufficient to form noticeable vapor or con- 
densation on the crystal. 

This writer has conducted many tests with 
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waterproof watches and many with “waterproof”’ 
cases that were not impervious. All of these tests 
and experiments proved that not enough moisture 
due to humidity could be locked in a waterproof 
case to cause visible condensation except under 
the most deliberate conditions. 

In one trial, a waterproof case of good repute 
was first tested and found to be impervious to the 
full extent of the device (57 lbs. p.s.i. equalling 
about 1535 feet in depth). A shower room was 
first pre-heated to 95°F and then filled with 
steam vapor. The watch case was opened and was 
heated in preparation for closing it in this room. 
Purpose of the pre-heating was so that when the 
watch was brought into the room, the airborne 
vapor would not condense as moisture on the 
case’s surfaces. 

The case was then closed in this room, locking 
vapor into the case. Next, it was brought outside 
and allowed to cool to normal temperature. Later, 
the back of the case was warmed, but there was 
no visible condensation. Then, while the back of 
the case was warm, the crystal was _ brought 
against a cold window pane with outside tempera- 
tures in the low 40’s, to cause a severe tempera 
ture change and sudden dew-point. Condensation 
was then observed only by sighting across the 
cry stal with a loupe. 

After the case was cleaned and again closed 
under normal conditions, the same temperature 
changes between case back and crystal could not 
produce condensation. It should be pointed out 
that no watch would ever be cased under these 
conditions, that fog is not vapor but rather actual 
moisture or water-drops, and that fog is not the 
humidity of which we are talking but a 
form of rain—small drops, true, but actual water 
nonetheless. Two other cases were tried in ap- 
proximately the same manner and behaved much 
the same. 

In another experiment, a case which tested 
waterproof was then made faulty by removing 
the crystal and slightly nicking its edge where 
it would rest in the bezel. After the crystal was 
replaced, the spot leaked under a five-pound pres- 
sure in the testing chamber. Then a drop of 
water was deliberately placed on the edge of the 
crvstal where the leak was known to be. This 
alone still did not produce condensation. 

The case was then mildly heated and allowed 
to cool under observation. The drop of moisture 
vanished but still no condensation appeared. When 
the case was placed against the warm wrist, the 
crvstal almost immediately showed a neat disc 
of condensation. 


The Ink Test 


Another interesting experiment that was re- 
peated many times and that visibly demonstrates 
the cause of condensation is to take a proven 
waterproof case and remove the crown. The case 
is then heated to about 100° F. Next replace the 
crown while the case is warm. Then, using a very 
sharp pointed drill, start to drill a hole through 
the crystal near its edge, using blue or black ink 
as the lubricant. Proceed slowly so that the case 
will cool to room temperature. The drill should 
not pierce the crystal to its full diameter; rather, 
the initial hole should be the minute pinhole of 
the drill-point. Of course, you cannot see when 
the drill point has made its initial entry because 
the ink conceals the drill point and view. How- 
ever, vou will know the moment this occurs be- 
cause vou will suddenly see a spray of ink shoot- 
ing into the case, and thus will continue for about 
two seconds. The spray will easily be seen as it 
will deposit on the case bottom and inside edge of 
the hole. Pressing the case back on the palm 
will quickly cause condensation to appear on the 
crystal. 

Warming the same case and then actually dip- 
ping it into the ink so that the crystal hole is 
covered will produce the same effect. This demon- 
stration shows that if a ““waterproof’’ case has a 
fine leak it is more prone to have clinging molis- 
ture forced into the case than if the leak is large, 
permitting a more normal equalization of pres- 
sure to take place between the inside and outside 
of the case. 

If there are numerous leaks, or large ones, the 


equalization is sudden and without resistance. If 
there is but one small leaky spot, the pressure 
concentrates at that spot with the result that the 
blocking moisture is forced into the case whether 
the leak be at the crystal, crown, back or case 


pipe. This explains why ordinary watch cases do 
not show condensation. If condensation does ap- 
pear on a “dress-type” of watch or ladies dress 
watch, you may be reasonably certain that the 
cause fits very closely; it is almost but not quite 
waterproof. 

Moisture is induced into the watch case bj 
contact with the leaky spot while the air inside is 
cooling and contracting. Contraction results from 
the watch being removed from the warmed wrist 
or from moisture cooling the case by contact, 
evaporation (which cools), or both. 

(‘ondensation is caused by the dew point being 
reached inside the case. This can be caused by 
the convection currents of the moving vapor 
striking a cooler part of the case, must often the 
poor-heat-conducting crystal. Zee 
Newt month . More On conde nsation, its prevenil- 
tion and cure in both waterproof and non-water- 


pi oof watches. 





WORKSHOP 
QUESTIONS 
and ANSWERS 


WALTHAM AGE—How old is 
the 16 size American Waltham 
movement No. 4921706 ?—Red- 
mond Jewelers, Melbourne, Fla. 

Answer: According to my rec- 
ords, watch No. 4921706 was 
made in 1888. It has a 14 ligne 
size, not 16 size. 3000 of these 
were made at the time. Thev 
are not rare. 


DRAWKCAB REMOTSUC — 1 
have a customer who is inter- 
ested in a wall clock that runs 
backwards and has the dial num- 
Who makes 
this? Electric preferred.—Kol- 
stadt Jewelers, Glendive, Mon- 


bers backwards. 


tana. 

Answer: Wall clocks that run 
backwards were quite the rage 
about a year ago. They were 
advertised as SDRAWKCAB 
clocks. Sessions made some in 
the Tole style. These became 
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popular in bars with mirrored 
walls and no place to hang a 
clock. The barkeep got the 
bright idea of hanging one on 
the wall behind the guy who 
could not turn around without 
falling over. The numerals in 
the mirror would show him the 
right time (if interested). In 
most clocks running on A.C, cur- 
rent, this is easily done by turn- 
ing the coil and stator (electro- 
magnets). This reverses the im- 
pulse flow and causes the clock 
to run into yesterday and from 
whence. 
RETURN RATE ?—What is the 
average return rate on new 
jeweled watches ?—Shelton Mal- 
lorv, New York. 

The word “average” 
gives me a great latitude in an- 
swering you. For high grade 
watches made under modern 
quality control, the average 
would be one half of one per 
cent. In moderately priced 
watches it might run to about 
three quarters of one per cent. 
For cheap watches and pin lever 
types, possibly from 1 per cent 
to five per cent, depending on 
quality. 


Answer: 


x* * * 


ULTRASONICS—Do ultrasonic 
cleaning machines do a better 
iob than the regular type ?—Lee 
Black, Jeweler, Fort Atkinson, 
Wisc. 

Answer: Yes. I have done 
much work and experimenting 
with this system and the con- 
clusion is positive. 

FOUR QUESTIONS —I have 
four questions which are re- 
lated: 1—Can a watch keep good 
time lying flat in a drawer or on 
edge and not keep good time 
when worn? 2—Can the reverse 
of No. 1 be true also? 3—Should 
a watch be regulated immedi- 
ately after being serviced? My 
watchmaker tells me that regu- 
lating should be done after the 
watch is worn for a while. 4— 
Is it possible for a watch to slow 
down a half-minute to a minute 


but not consistently? If it is re- 
set, is slows down that half min- 
ute and then remains at this 
rate.—Jos. Zeidelman, Philadel- 
phia, Pa. 

Answer: To answer your ques- 
tions in their order: 1—Yes. A 
watch may keep time when in 
one particular position, but 
when worn will be subject to a 
variation in positions. This can 
cause a variation in the rate. 
This is called a positional error. 
Most often it is due to an im- 
properly poised balance or poorly 
shaped balance pivots, poor es- 
adjustment or fa- 
tigued mainspring. 2—Yes the 
reverse can also be true. This 
could happen even if the balance 
is badly poised. It is due to one 
big error’s cancelling out the 
other. For example, if the watch 
should gain very much in the 
stem-up position and lose greatly 
when in the stem-down position, 
wearing the watch so that both 
positions are assumed at one 
time or another will cause the 
plus rate to neutralize the los- 
ing rate. Separately, however, 
they will make the watch time 
badly. 3—A watch should be 
regulated as close to time as pos- 
sible, with the possible advice 
of making it gain about 15 sec- 
onds. This will be lost during 
the day with the average amount 
of jars and jolts to which the 


capement 


average watch is subjected. 
However, some people may be 
more active than others. Tell 
the customer what you have 
done, and offer to regulate the 
watch to his own wearing habits 
after he has worn it a while. 4— 
Theoretically, this is 
too. Suppose the center post and 


possible, 


cannon pinion are nicked. Re- 
setting the hands may cause the 
cannon pinion to loosen up Just 
«a bit. The center post actually 
gains on the cannon pinion be- 
fore it grabs again, and then 
carries it along as it should. 
Also, if the watch is set at the 
end of the day, or when it is 
just wound, the two extremes in 
power (and balance motion) 




















IF YOU INTEND TO MAKE 
AN IMPORTANT INVESTMENT 
IN BENCH EQUIPMENT 
IT WILL PAY YOU TO READ THIS 

















bites know “value” depends on what vou 
get for your money. Let’s consider Ihe 


Watch Master Line 











FIRST 


More than a quarter-century of contact with 
} 1 } : . } 
watchmakers has resulted in design and 


features you demand. 


MATERIALS 

Every part is made of the best material for 
the work it must perform 

DR 


- 
earerrec 
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UM WATCHMASTER MANUFACTURE 

ag. te ge ete Bapiaaba bie The parts we make and buy are produced 
to rigid standards, many to tolerances of 
1/10,000 of an inch 


CONSTRUCTION 
Our products are made in Amenica by 


a ___ Americans. Assemblies are entrusted only to 
~ F | ) 
; Master qualified hands 


wt 
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Watch &- 
OIC. 


All materials, components, sub-assemblies and 
BENCH SPA Vo" x 13" . . _ “Sa 
CCUR rhe prneor Mgdle finished machines, are subjected individuall, 
A RA Y | PAR IN 100 } } ' 
U 00,000 | to thorough performance tests before ship- 


fs 
Guaranteed ment. 


Recorders INSPECTION 
ULTRASONIC CLEANER 


ODD-BEAT WATCH SETTING DURABILITY 
ALL-POSITION WATCHHOLDER . , 
Each detail of construction is designed 
HAIRSPRING VIBRATOR : | 
stronger or better than required, tor cxtra 
EARPHONES durability 


OPERATION 
No similar machines offer comparable 
vantages for speed, accuracy, thoroughne 


and dependability 


VALUE 


The result: Economical maintenance: Long 


| ° ] ‘ - . 
machine lite: Greatest Value tor vour money 





A i ASK 
ANY OWNER 


American Time Products, Inc 

580 Fifth Avenue, New York 36. N. Y 

Gentlemen: Please arrange demonstration of the: 
[_] Drum or [[} Tape Recorder [ ] Watch Cleaner. 
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[ AMERICAN TIME PRODUCTS, INC. ] 





Name____. 





Address 








City, State 
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oz- peossctre — 
PELL , 


SYSTEM 
THIS NEW SYSTEM ... 


uses the Newall MASTER SYS- 
TEM numbers as listed in y 
Print Catalogue. An assortment num- 
ber is not necessary when reordering 
Your present system of staffs is not 
obsolete and can be quickly and eas- 
il ‘converted by placing the Master 
System number on the old bottles. 
This new system never becc out 
{ date, as obsolete numbers can be 
removed and newer models added as 
System can be easily 
} 7 ? | 
expanded by adding empty cabinets 
containing 144 Swiss 
shockproof, popular 


chronographs ana dii of tne 


ne " - | 
they come ou 


lar models in current use 

No. $1100—$30.80 
Order trom you! 
Newall Jobber: 


NEWALL mereco 


CHICAGO 2. tt 





ACON®@ 


THE GUARANTEED WATCH CROWN 


’ y 4 % » 
ACON watcn crown co 
50 Eldridge St., New York 2..N. y.” 
Manvlacturers of Gold Filled Crowne , 
Complete line including weoterprools 
Sold through Wholesclers & Jobbers 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, iil. 
Students may enrol! at any time of the yeor 








HOROLUBE 9-C 
A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 ot. Bottie $2.25 * Send for Details 


THE HOROLOVAR CO., BRONXVILLE, N.Y 


will influence the timekeeping if 
the hairspring is not isochron- 
ally coiled or planned, or if the 
balance poise is poor. 


CHIME RODS—Can you tell me 
where I can get a set of ‘“‘West- 
minster” chime rods, and rods 
for the strike side of a grand- 
father’s clock? Who will tune 
these rods or match those I have 
now? — George Lazeration, 
Lewiston, N. Y. 

Answer: Send the block with 
damaged rods to Mr. 
Barny, 258 E. 59th St., New 
York, or to E. Greenberg, 6 E. 
16th St., New York. 


your 


FRAME D’OR—Where could we 
obtain a solid gold, 14K picture 
frame ’?—Ogden & Schlick, New 
Haven, Conn. 

Answer: No one I know makes 
solid gold picture frames as a 
stock item, but you can try L. 
Rosen & Son, 71 W. 45th St., 
New York 36. They make solid 
gold objects of a larger order, 
but might make this to special 
order. Also try Gutenstein Bros., 
Ik FE. 53rd St., New York. 


WANTS FILMS — Our local 
guild is having a meeting soon 
and I am trying to 
16mm sound film which would 
be of interest to our watchmaker 
members. Can you suggest 
sources ? — Albert Engle, Vice- 
Pres., Registered Watchmakers 
Guild of Palm Beach County, 
West Palm Beach, Fila. 
Answer: Films for your meet- 
ings may be obtained from Mr. 
Jean Savary of the Watch- 
makers of Switzerland, 730 Fifth 
Avenue, New York. Also, the 
Joseph Bulova School of Watch- 
making has some excellent films 
on hairsprings, escapement work 
and general repairs. The Rolex 
Watch Company has a prize- 
winning film on the history of 
time telling. The Hamilton 
Watch Company has a number 
of interesting films. Gruen has 
a detailed film on watch clean- 


locate a 


ing. Elgin has a documentary 
film on the making of a watch 
jewel. Timex has a fine film on 
antique watches (the Wheeler 
Collection). The Medana Watch 
Company has one on _ water- 
proofing. Enicar Watch Com- 
pany has a film on ultrasonic 
cleaning. I made a film on an- 
tique watches with Charles Kal- 
ish of Bayside, New York. The 
various pearl, diamond and sil- 
ver industries have very inter- 
esting films on their specialties. 
Also, the new American Watch- 
makers Institute has a library 
of films from which bona fide 
guild associates can draw. Nu- 
merous sound tapes and _ slide- 
lectures can be obtained from 
both the Institute and the Na- 
tional Association of Watch and 
Clock Collectors of America. 
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Write for 

full information 
and free samples 


JULES BOREL & CO. 


1110 Grand Ave., Kansas City, Mo 

















SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates poss H.!.A. and state exomine- 

tlons and are In great demand. 


Send for free Catalogue 
‘"Yoor Futere & Our Scheel’ Sewmeon Bidg., Lancaster, Pa. 


Ceerses Approved for 
Veterces & State Rehabilitation 











We repair all types of eases, shroene- 
graphs and stainiess, and make soll 
springs for cases. We also sell used re- 
piacement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicage 2, Illinois 











CLASSIFIED ADS 


RATES AND REGULATIONS New rates stort with Merch 1960 Issue 


Remittance in Advance 


“SITUATION WANTED” —Regular type $3.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type 58.00; addi- 
tional words 25 cents per word. 


“HELP WANTED’—"LINES WANTED—and “SIDE LINES”"—Regular type 55.00 


first 25 words; additional words 15 cents per word. Heavy 
type 338.00 first 25 words; additional words 25 cents per 
word. 


ALL OTHER HEADINGS—Regu'ar type 39.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type 313.25 first 25 
words; additional words 30 cents per word. 


e Name, Address, Litial and Abbrevia e Advertising matter addressed to class! 
; , hed advertisers will not be delivered. 
LOTis COUT is :; . : , , . . . 
e Classified ad form closes 10th of the VIANAGER., “=LPERVISOR: small 
lf answe! forwarded, 20 cents month preceding date of issue. chain with top creative sales ability 
: . :, e A box number when used in ad counts know how: complete operation; fin- 
extra to cover postage must be enclosed. : , ‘2.3 | 
is five words, that is, “Address #13. est background: reference: wish to 
nmission care of J C-K.” relocate: address. ““B, 5602.” care 
, , le e of JC-R. 
rig Bor Vumber aQddaress FPripveiope “Box : Care or Jewelers 
ysfone, unless othe rmise itns f ted In answering ads. do not ene lose 


é 
, 
tters of recommendations 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 











Situations Wanted 





ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN| ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut & 56th Sts Under the Heading of place the Following ad 


Philadelphia 39, Pa 


Please check if box No. Wanted Name (Please Write Plainly 


Enclosed is Check or Money Order (_ Street 














AVAILABLE AT ONCE; 13 years of SN — 


leased fine jewelry experience; buy- 
er, merchandiser, manager for Mar- 
cus & Co., with departments in 
Gimbels New York & Phila., Jordan er ' pee A ns — 
Marsh, Boston & Miami; would like fn gone contendere pag Dg Mey race 
to connect with outfit that will get ! igh grade watch line ymmission 
results not promises; know market 

and market knows me; accustomed 

to large operation but smaller group 

that wants to go places will be con- weibaie i an eee 
sidered; JOSEPH E. DEEMS, 450 E. =| that dine in” aie | Aaa 

20th St., New York 9, N. Y. saltimore and Boston; res] 


‘an ric) 
i it 


(oT) 
Ons 








Lines Wanted 


ENTATION 
few York 
Ji*-K 


TOP WEST COAST salesman, calling 
on Department, jewelry, discount 
stores, wants top lines only; address, 


“FF, 5609,” care of JC-K. 


EXPERIENCED, energetic salesman, 
with following in Met. New York and 
surrounding area within a few hun- 
dred miles. weeks top line; address, 


“EF, 5611,” care of JC-K. 


TOP NOTCH SALES REPRESENTA- 
TIVE, available at once; one of the 
outstanding names on the road; 30 
years selling to the jobber, credit, 
discount, large retail and depart- 
ment stores; has most powerful con- 
nections in the country; desires 
solid gold, platinum, diamond lines, 
traveling clocks, watches, promotion JEWELRY SALESMAN, resident of 
merchandise and emblem lines; if Midwest City, calling on high grade 
you have a strong line, this is an jewelers, to cover Midwestern states 
excellent opportunity; rated as the with fine 14K novelty line: can 
most dynamic salesman in the East; have | or 2 other non-conflicting 
commission basis; address, “S, lines; address, *“*T-5641,”’ care of 


9988,” care of JC-K. JC-K. 





WANTED 
ré pre Se] 


inti! Vi 


AGGRESSIVE SALESMEN, with retail 
following, wanted to handle well 
known promotional watch line; 7, 
17. 21, 25 jewel watches: all terri- 
tories open with exception of South 
and Southwest: ACCRO WATCH 
CO... INC... 20 W. 47 St... New York 
Me we 


SALESMEN: experienced: wanted to 
represent a well known manufac- 
turer of gold and platinum mount- 
ings. sets and fancy mountings; ter- 
ritory is open in the Middlewest 
and the South; address, “METRO 
JEWELRY CORP., 21 W. 46 St.. 
New York 36, N. Y. 


SALESMAN, MIDWEST, to represent 
manufacturer of outstanding 14K 
line with many established accounts 
in area; may carry one non-con- 
flicting line: drawing against com- 
mission: CHESTERFIELD JEWEL- 
ERS. INC... 33 W. 46th St... New 
York City. 


SALESMEN;: experienced; calling on 
retail dealers and chains: to repre- 
sent manufacturer of gold pins, 
mounted with diamonds, rubies and 
pearls; the following territories are 
now open; Northeast, Southeast, 
Southwest and Middlewest: JEW- 
ELS BY SHALIMAR, INC., 21 W. 
Oth st... New York 36, N. Y. 


SENTA 
. | 


TIVE 
Mia i x 


eens ‘ 


I 
Penr 


SALESMEN for Texas and West Coast 
to show our exclusive IMPORTED 
better costume jewelry line; excel- 
lent opportunity for right man to 
join our long established company; 
only top men with following to de- 
partment, jewelry and gift stores 


LAR-KEY 


need apply; no objection to non- 
conflicting line; give full particu- 
lars in first letter; address, “L, 
9973,” care of JC-K. 


NEW ORLEANS and surrounding ter- 
ritory; wonderful opportunity for 
salesman covering retail jewelers 
and department stores with non- 
conflicting line; will represent a 
well established manufacturer of 
fine quality, (priced to sell) ladies 
and gents stone rings; cultured 
pearl rings and wedding rings; lib- 
eral commission plus bonus; state 
experience and line now carried: 


address, “D, 5598.” care of JC-K. 


MANUFACTURER of costume jewelry 
selling direct to retail stores for 14 
years, now has openings in several 
territories; our line consists of 2 
cases, paying 15% commission; we 
are one of the top rated manufac- 
turers producing prong set rhine- 
stone and colored stone items as well 
as beaded items; only experienced 
men selling to retail and specialty 
stores need apply; give full details 
as to territory, past and present 
firms; address, “L, 5640,” care of 


JC-k. 








Help Wanted 


WATCHMAKER: excellent working 
conditions; 40 hours: country liv- 
ing: ideal for family man; LOCKk- 
WOODS, Great Barrington, Mass. 


SALESMAN; Midwest; represent mfr. 
of nationally known diamond rings 
to retailers and chains; many ac- 
tive accounts; S. REIMAN SONS, 
64 W. 48 St., N.Y.C. 


WE HAVE OPENINGS for yvoung ag- 
gressive managers and salesmen; 
write or phone, BUSCH SONS, 875 
Broad St., Newark, N. J. or phone 
MA 3-2987, ask for Mr. Sargent. 


WANTED man with retail jewelrv bac! 
gyround for finest jewelry store 1? 
reply, CARTER BROTHERS 

Congress St Portland, Maine 


opp itv for right mar 


SALESMAN for 
on mfg. jews 
precious & sy 
tured pearls 
of JC-K 


WANTED: a man with retail jewelry 
background, for finest jewelry store in 
Maine; reply CARTER BROS. CO., 521 
Congress St., Portland, Maine; excel- 


+ 


lent opportunity for right man 


REPAIR MAN and ener: 
on wanted in fine C 
permanent position 


ina alary expected 


JEWELRY SALESMEN to carry exten- 
sive line of L4K diamond set en- 
gagement rings, charm bracelets 
and plain wedding rings to the re- 
tailer; high commissions: address, 


“R, 5568. eare of JC-K. 


NATIONALLY KNOWN WN. YY. ring 
manufacturer needs hard working. 
well known West Coast representa- 
tive for complete line of rings to 
the jobber: send resume to, “W, 


5428.” care of JC-K. 


SALESMAN WANTED for exclusive 
line of ladies gold watch cases, ca- 
tering to mail order houses, jobbers 
and importers; established concern; 
must have following; full particu- 
lars in first letter; address, “A, 
5615." care of JC-K. 


SALESMEN wanted for Southy 
Middlewest territory ; delivery 
nie diamond rings resident 
preferred : travel by car impo 


nsider tinge line: 


Tf 
rti 
onflic 


uddress, 


WATCHMAKER, experienced in 
ter class watch work in one of the old- 
est and better home-owned stores in 
the South: must be competent, reliable 
ommission basis: B 
Nashville 


and sober ‘ 
STIEF JEWELERY CO 
Tenn 
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FOR 


WATCHMAKER 
\j Iwaukee “Tere 


‘ 


SALESMAN for a fine leading retail 


jewelry establishment; experienced. 
personable young man will find ex- 
cellent opportunity; 5 day week and 
pleasant working conditions; pen- 
sion plan; please state details; LUX, 
BOND & GREEN, 70 Pratt St.. Hart- 


ford. Conn. 


SALESMAN ealling on retail jewelers; 


Ohio, Kentucky, Indiana, Michigan 
& Illinois: well known advertised 
line scarab jewelry. disc jewelry and 
identification bracelets: must have 
following: ADMARK, 714 Sansom 
St.. Phila., Penna. See Our Ad on 
page 103. 


SOUTHERN part of Indiana, 
near Indianapolis; wanted experi- 
enced jewelry mechanic and all 
around jewelry man with good ref- 
erence; also experienced man for 
camera dept. familiar with jewelry 
trade and window trim; top salary 
for the right men; address, “R, 
2596,” care of JC-kK. 


LARGE NATIONALLY ADVERTISED 


manufacturer of 14K and mechani- 
eal charms; also large charms and 
related items, has opening for 
young, aggressive salesmen with car, 
to cover established Midwest terri- 
tory: wonderful opportunity; attrac- 
tive commission basis; submit com- 
plete resume; address, “547,” care 


of JC-k. 


LARGE NATIONALLY ADVERTISED 


manufacturer of IL4K mechanical 
also large charms and related items. 
has opening for young aggressive 
salesman with car to cover estab- 
lished territory in Il West Coast 
States; wonderful opportunity; at- 
commission basis; submit 
address, “548.” 


tractive 
complete resume; 


care of JC-hk. 


SALESMEN FOR POPULAR PRICED 


WATCHES; territories open in Mid- 
west, Southeast and Rocky Mtns.: 
selling to department stores and re- 
tail jewelers: good commission; 
non-conflicting side lines O. K.;: 
write giving all necessary informa- 
tion; our salesmen know of this 
ad: address, “G, 5427.” care of 


JC-k, 


ind higge 
at once 
business record, Si 
niiy status and starting 
to WILLIAM 
JEWELERS, Elmira, N 


HAFLETT 
y 


MANAGER for a leading credit jew- 


me 


“SALESMAN 


elry store in a growing town of 25.,- 
000; located in the San Francisco 
Bay area; must be a top-notch dia- 
mond and watch salesman, experi- 
enced in all phases of retail oper- 
ation, credit, display, ete.; perman- 
ent position; excellent opportunity» 
with progressive chain with a_ fine 
reputation; write stating age, ex- 
perience, salary desired; enclose 
snapshot; all replies confidential; 
address, “M, 5593.” care of JC-h. 


ALESMAN for Midwestern territory, : 


top-notch, accustomed to high earn- 
ings and with well-established fol- 
lowing, to sell our complete and 
popular priced line of diamond jew- 
elrv, including guaranteed weight 
sets, bridal sets, emerald-cut sets. 
-olitaires, wedding rings, diamond 
watches, gents rings, diamond at- 
tachments, ete... draw against com- 
mission; all replies held in strictest 
DAVID KARP CO.. 
ij7th St.. New York 56. 


confidence: 
INC., 31 W. 
N. Y. 


WANTED by Atlanta's 
largest retail diamond outlet: won- 
derful opportunity for reliable, ca- 
pable diamond and jewelry experi- 
enced salesman; exellent poten- 
tial and growth; salary and bonus 
commensurate with ability and 
background: write fully including 
a complete resume and recent pho- 
tograph; applicant must stand rigid 
and thorough investigation: replies 
held in strict confidence: WRITE. 
HAROLD ELZMAN, CITIZENS 
JEWELRY CO... 195 Mitchell st.. 


Ss. W.. Atlanta. Georgia. 








For Sale 


Stores, Stocks and Businesses 





MUST RETIRE: first class jewelry 
store; over 70 years in same loea- 
tion; selling name, inventory, fix- 
tures, lease; best lines carried; un- 
limited growth possibilities; ad- 
dress “B, 5585,” care of JC-K. 


WELL ESTABLISHED California die 
struck wedding ring manufacturing 
business; hundreds of active § ae- 
counts on West Coast and Texas: 
includes stock, dies and equipment; 
address, “"E., 5298." care of JC-k 


SLCCESSEFUL AND WIDELY known 
jewelry and luggage store for sale, 
at sacrifice price to settle estate: 
serving Dallas and surrounding area 
for more than 33 vears in same lo- 
cation; selling finest nationally ad- 
vertised merchandise: come at once, 
BEN MORRIS JEWELRY CO.. 
1924 Elm St., Dallas, Tex. 


THE HARRINGTON CO... a. pres- 
tige jewelry store, operating under 
the tamily name for over 90 vears 
and located at 84 N., High St., 
Columbus, Ohio, is for sale  be- 
cause of the health of the owner: 
this is a fine type cash store and a 
rare opportunity; R. R. SHAW, 22 
Ek. Gay St., Columbus 15, Ohio. 


FLORIDA STORE established 23 
vears: leading store in town of 
6500; none better any place; can 
make entire investment in less than 
vear; will finance approximatels 
one half; would also consider trade 
for store in drv climate: must act 
fast as this type of opportunits 
comes only once in a lifetime: ad- 


dress, “W.. 5616." eare of JC-k. 


CONSULT 


whic 
Jiw 


kK | 
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For Sale 


Tools, Equipment 








Business Opportunities 


SELL STORE? CORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ads 
below. 


LIOLIDATE? GORDON BROTHERS! 
Flat sale or auction, prestige or 
volume operation . . . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad be- 
low. 


GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelrs 
stores and stocks. Consult us on any 
phase without obligation, 38 Brom- 


field St., Boston. Hancock 6-3233. 


ANTHONY J. GREGORY, auctioneer, 
6748 N. Ashland: Briargate 
1-7303, Chicago 26, IIL. 


BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y¥. C.. over 35 vears successful 
retail or auction sales for jewelers 

highest 


throughout the country: 


references; see our ad, page 164. 


HIGH GRADE — NORMAL HAIR- 
SPRING VIBRATING; since 1921; 
service available to jobbers; mail 
orders promptly handled; EMMA 
GIRARDIN, 96 Rumson Rd., Little 
Silver, N. J... SHadyside 7-1283. 


“WELERS SALES SERVICE; a pro- 
fessional sales organization to 
serve vou; AUCTION-ACTION, re- 
tail or liquidation; 25 years sale 
experience; your reputation pro- 
tected: immediate eash for store, 
stocks. fixtures: PHONE, WIRE, 
WRITE: 512!6 8S. Main St., Los 
Angeles. Calif.; Phone MAdison 
6-0828. 


DEALERS LIQUIDATION SERVICE; 
The West Coast's largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL—CLOSEOL T— RETIRE- 
MENT SALES: cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los Angeles 
38. Calif.: OLeander 5-6496. 


197 





DO YOU WANT TO SELL YOUR | WILL BUY watches, sterling silver flat- 
BUSINESS? 0 Yo N . ~ ) Wale cameras, radios, etc.: we can use 
, “5g I t NEEI vour surplus merchandise; all transac- Watch Work, etc., for 
CASH? We will pay cash or con- Hone confidential: will pay cash: call h T 
duct a flat or supervised auction collect or write: ARTHUR HILLER, | the rade 
CITIZENS JEWELRY CoO., 195 Mitch- | - 
ell St., Atlanta, Ga., JAcKson 4-409, QUALITY watch repairing our spe- 
cialty for 25 years; perfect work- 
lar f manship, finish, timing; trial ship- 
ar tor your tnventory, accounts, or ments solicited: OSCAR ARON, 62 


fixtures; WRITE... WIRE... | PLATINUM SCRAP WANTED, $3.00 per W. 47th St., New York, N. Y. 


¥- per awt. ; 14K 


sale; we have conducted over 1000 
sales in the past ten vears alone; do 
not accept less than 100c on the dol- 


a ] - ge) ¢ ‘ 
CALL COLLECT . . . We will come Sten MHEES we: ies aeons 1 aencien 
to see you in your store at our bonus prices for gold filled; ship as is, COMPLETELY dependable trade 
expense, you are under no obliga- we'll segregate; L. E. SIMMONS RE- service covering every phase of 
tion; SILVERMAN SALES ENTER. ra ENG CO Pe EE Ss Se watch, clock and jiry. repairing; 


PRISES. 580 Fifth Ave.. N. Y. 36. don't spend the extra money unless 
you want quality work; overhaul on 


N. ¥Y. Tel. PLaza 7-4693. watches — 82.75: TICKE TRADE 
ee ee ee ee REPAIRING SERVICE, 962 Filat- 
D> GOLD AND JEWELRY WANTEL bush Ave., Brooklyn 26, N. ¥. 


immediately for surplus stock, odd 


ARTY MILES SALES, INC.: guar- Oe OS ee ee eer 
; ; ; for gold, silver an platinun scray 

antees quick action-cash profits; oni enins. diamonds. cold Gilled: ot 

our service costs you nothing; tes- for full particulars, write, WILMOT’S 

timonial letters from hundreds of L064 4 bridge, Grand Kaplids 4 

jewelers prove the cost of each sale 

is turned into a profit by terrific ex- 

tra volume of sales profit-wise our 

efforts produce for you; every sale 

is carefully analyzed: planned in 

advance and is under constant su- 

pervision of our extensive staff: 

vou can afford the best: write. wire. 

phone, MARTY MILES SALES. 

INC., 1835 Stevens Forest Drive. 

Suite 104, Dallas, Texas. Phone 

WH 1-5737. 





seen CASH in: send us your watch move- 





ments, watches, diamonds, old spec- 
Wanted to Purchase tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
ARE YOU PLANNING TO GO OUT prices; we send you a check at once 
OF BUSINESS? You owe it to vour- and hold shipment intact for your 
self to consult (without obligation ) approval; references; National Bank 
America’s oldest, largest and most of Commerce, Memphis, Tenn.; 
reliable service in cash buying and Jewelers’ Board of Trade, Dun & 
liquidating jewelry stores and stocks, Bradstreet. Weinman’s Dept. K. 
write for our free booklet, **Dollars 108 Beale Ave.., Memphis, Tenn. 
and Sense Facts About Selling a 
Jewelry Store.” (See our page 7 ad- 
vertisement) GORDON BROTHERS. 
38 Bromfield St... Boston, Mass. 
Hancock 6-3233. 








Special Order Work and 
Repairs for the Trade 


Miscellaneous 


REPAIRING 
setting; one-d 


THE GEM COLOR CHART: not a course 


and mens 
Gemology but 25 pages of fine refer- < 


yA nal 
ence material; $1.00 postpaid THE a> TRY C 01 Gr 
WOODRUFF Co., 1149 Munsey Bldg 12 
Washington, D. C 
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WAGE-HOUR THREATS 


RETAILERS will be lucky if this election year 
winds up without putting them under the thumb 
of the Federal Wage-Hour Law. 

Ever since this law was enacted 21 years ago, 
few retail merchants have paid it much mind. No 
wonder. The legislation covered interstate com- 
merce and retailers were subject to state, but not 
Federal, jurisdiction under the Constitution. Be- 
sides, as Franklin Roosevelt declared, ““There are 
many purely local pursuits and services which no 
Federal legislation can adequately cover.” In 
writing the measure in 1938, Congressman Celler 
insisted on an amendment specifically exempting 
retailers. “Dissolve all doubt, dispel all chance of 
misinterpretation,” he said, “and then the retail 
dry goods, retail butchers, grocers, retail drug 
stores and department stores will all be exempt.”’ 

In 1949, when the Act was revised, Congress 
again remembered that its jurisdiction extended 
merely to interstate commerce. And again re- 
tailers were clearly exempted. 

Meanwhile, organized labor was pressing hard 
to broaden the Wage-Hour Law. Industrial unions 
buttonholed Congressmen in 1956, in 1957 and in 
1958, but their bills died in committee. This year 
the unions may succeed . .. because many a Con- 
gressman may want to be on record next fall as 
having voted for higher wages. 

How would the current proposals affect jewelers 
and other retail merchants? Let us examine the 
Kennedy Bill, which, with subcommittee revi- 
sions, is now before the full Senate Committee 
on Labor and Public Welfare. It would: 1) ex- 
tend the minimum wage law to employees of all 
firms “engaged in retail trade or service and of 
other employers engaged in activities affecting 
commerce;” 2) establish a minimum hourly wage 
of $1.00 for concerns with less than $750,000 
eross annual volume, effective 18 months after 
enactment of the bill; 3) establish, for employees 
of businesses with annual gross in excess of 
$750,000, a minimum wage level of $1.25 an hour. 
and reduce the work week to 40 hours over a 
four-year period. 

If passed, the bill would extend the principle 
of Federal control to every retail enterprise in 
the nation. Moreover, in the case of chain jewelers 
with total gross from all units of over $750,000, 
individual stores would have to pay the new 
$1.25-an-hour wave, even though their own YToss 
were much less. 

What further problems would such legislation 
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raise? Mrs. C. S. Johns, a retail jeweler of Berea, 
Ohio, eloquently answered this question in ad- 
vance in testimony before a Senate committee 
several years ago. “Any time the Federal gov- 
ernment steps in and regulates any element of 
the competition between the larger retailing stores 
In my community,” she said, “this regulation is 
golng to have a very direct effect on me as a small 
retailer.”” Mrs. Johns predicted that: 

® T'o maintain wage differentials, employers 
would have to raise the salaries of all employees, 
not just those receiving less than the minimum. 
‘‘Any person who says that it is possible to raise 
the salary of the least skilled employees ... and 
not raise the salary of their more skilled em- 
plovees by a comparable percent is naive and has 
no conception whatever of workable employer- 
employee relationship.” 

® When big employers raise salaries, employees 
of smaller stores would ask for raises, “because 
their counterparts in the larger stores are being 
paid more for identical work. The average 
small retailer is in no position to absorb any wage 
increase, but will be forced to raise prices to re- 
tain his employees. If the larger retailer with 
whom we now compete is able to take our best 
salespeople from us by paying them more, and 
selling goods cheaper than we can, we small re- 
tailers are literally in the middle. We would be 
forced to accept either less skilled employees or 
price ourselves right out of the competitive mar- 
ket.” 

More than half of all retail employees earn less 
than $1.25 an hour, the proposed big store min- 
imum. The average retail wage ranges from $1.68 
an hour in the West to $1.16 in the South and 
from $1.50 in metropolitan areas to $1.22 in other 
areas. 

This group, across the nation, includes com- 
paratively few financial heads of families. Many 
of them are married women whose salaries sup- 
plement their husbands’ income; many are teen- 
agers whose salaries supplement their allowances; 
many are part-time or temporary employees or 
inexperienced trainees. 

Clearly, the wage-hour proposals pose thorny 
problems for all retailers—small merchants as 
well as big ones. What to do about it? Contact 
your Congressmen. Explain, in your own words, 
why you think they should oppose extension of 
the minimum wage to retailing. 
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NEW YORK GIFT SHOW 
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You'll accomplish more by shopping the 
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HOTEL NEW YORKER AND TRADE SHOW BUILDING 
Yt he The Global Gift Market That Sets 




















New! 
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your biggest profit potential in 
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terling at a quarter the price. See pages 125, 126, 127, and 128 for complete 
details. Contact your local distributor today and cash in! 


THE FINEST SILvVvERPLAT & 


makers of distinctive tableware 


